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6  DAYS  AGAINST  6 

The  right  way  to  read  lineage  figures 


On  six  business,  buying  days  a  week  the 
principal  wants  of  the  world  are  filled. 

Buying  interest  on  these  days  is  at  con¬ 
cert  pitch. 

So  is  interest  in  advertising — interest 
when  the,  want  is  felt  in  what  the  market 
offers  to  fill  the  want — right-now  interest 
that  sharpens  desire  and  translates  buying 
impulse  into  buying  action. 

Six  days  a  week  the  tvorld^s  merchandise 
moves  from  shelf  to  consumer. 

Among  National  as  well  as  local  adver¬ 
tisers  it  is  the  well  recognized  function  of 
the  six-day  newspaper,  and  especially  of  the 
evening  newspaper,  to  create  and  sustain 
the  consumer  demand  that  is  the  life-blood 
of  advertised  merchandise. 

The  six-day  newspaper,  and  especially 
the  evening  newspaper,  performs  this  func¬ 
tion  to  the  highest  degree  of  satisfaction 
because  it  delivers  the  selling  message  to  a 


cultivated  audience  at  home  in  the  evening, 
when  wants  are  discussed  and  buying  de¬ 
cisions  made. 

In  Chicago  The  Daily  News  clearly 
dominates  the  six-day  newspaper  field.  It 
is  FIRST  in  nearly  every  important  kind  of 
advertising,  a  position  which  it  has  oc¬ 
cupied  over  so  long  a  period  of  years  as  to 
leave  no  question  of  its  ability  to  create  and 
sustain  the  one  thing  towards  which  all 
selling  effort  is  directed — consumer  de¬ 
mand.  . 

Read  Chicago  lineage  figures  6  days 
against  6.  In  no  other  way  can  the  im¬ 
portance  of  The  Daily  News  in  this  rich 
market  be  gauged.  In  no  other  way  can 
a  cross-section  of  the  collective  buying 
impulse  of  the  Chicago  market  be  ob¬ 
tained. 

Read  Chicago  lineage  figures  6  days 
against  6 — the  only  way  they  should  he 
read. 


THE  DAILY  NEWS 


FIRST  in  Chicago 
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Editor  &  Publisher  for  September  25^  1919 


OHIO  FIRST 


Mr.  W.  A.  McDermid, 

Sales  Manager, 

The  Gerhard  Mennen  Chemical  Co., 

Newark,  N.  J. 

Dear  Sir: 

On  September  15th,  at  the  McAlpin  Hotel, 
New  York  City,  in  addressing  the  Representatives’ 
Club,  you  are  reported  to  have  endorsed  Editor 
and  Publisher’s  Territorial  plan  of  advertising  for 
advertising. 

You  are  reported  to  have  said,  in  part: 

“National  advertisers  want  all  the  information 
you  can  give  them  about  the  markets  reached  by 
your  publications.  *  *  *  Jf  you  can  establish 
the  relation  of  your  publication  to  any  given 
market  your  publication  is  sold  to  the  advertiser.” 

We  thank  you — 

And  now  to  establish  that  relation — say,  in 
Ohio. 

Here  are  twenty-three  daily  newspapers,  hav¬ 
ing  a  combined  Ohio  circulation  of  1,031,999 
copies. 

Their  combined  rate,  on  a  2500  line  basis,  is 
$1.7924  per  line. 

5,150,356  people,  five  per  cent  of  the  popula¬ 
tion  of  the  United  States,  live  in  Ohio. 

Insofar  as  your  products  are  concerned,  there 
are  5,511  general  stores,  2,200  druggists,  1,742 
dry  goods  stores  and  250  department  stores — 
9,703  distributing  points. 

There  are  82  cities  of  5,000  or  more  people 
aggregating  2,842,500  souls — souls  yearning  for 
the  comforts  of  talcum  powder,  shaving  cream 
and  similar  products  of  yours. 

Now  as  to  the  intimacy  of  the  relationship  of 
these  daily  newspapers  to  these  good  people. 

Why  sir,  intimate  relations  is  no  term  to  use. 

These  daily  newspapers  go  into  the  homes  of 
these  people  every  day — just  like  home  folks. 


They  tell  the  home  news — the  sickness,  deaths, 
births,  marriages  and  other  troubles — the  street 
car  strike  news — they  wash  the  political  lineu — 
they  record  the  church  news,  the  business  news, 
the  vital  home  news. 

They  tell  these  people  where  to  spend  money 
and  where  to  save  money  while  spending  it. 
They  tell  them  all  about  Senator  Johnson  chasing 
President  Wilson  across  the  country — they  tell — 
everything. 

Intimate  relations — they  are  regular  home 
folks,  not  occasional  visitors. 

They  can  help  you  a  whole  lot — a  whole  lot — 

Market  knowledge — certainly — 

There  are  lots  of  things  worth  while  in  Ohio. 

Yours  truly, 

EDITOR  AND  PUBLISHER. 
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Akron  Beacon-Journal  (E) . 
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*Akron  Times  (E) . 
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Bellaire  Daily  Leader  (E) . 
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*Cambridge  Daily  Jeffersonian  (E) 
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Cleveland  Plain  Dealer  (S)...r. .. 
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Columbus  Dispatch  (E)  . 
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Columbus  Dispatch  (S) . 
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.105 

Columbus  (0.)  State  Journal  (M). 
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Columbus  (0.)  State  Journal  (S).. 

.  27,147 

.10 
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•Dayton  News  (S) . 
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East  Liverpool  Tribune  (M) . 
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.015 
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Lima  Daily  News  (E&S) . 

.  12,549 

.0286 

.0214 

Lima  Republican  Gazette  (M&S). 

.  10,008 
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.02 

Middletown  Journal  (E) . 

.  4,174 

.0115 

.0115 

Newark  American-Tribune  (E).... 

.  6,217 

.0179 

.0179 

New  Philadelphia  Daily  Times  (E).  4,413 

.0129 

.0129 

Piqua  Daily  Call  (E) . 

.  4,019 

.0114 

.0114 

•Springfield  News  (E) . 

14,331 

.03 

.03 

•Springfield  News  (Si . 

10,777 

.03 

.03 

Toledo  Blade  (E)  . 

.  82,973 

.17 

.15 

Warren  Daily  Chronicle  (E).. . 

.  5,200 

.02 

.02 

Youngstown  Telegram  (E) . 

.  21,601 

.05 

.05 

Youngstown  Vindicator  (E) . 

.  24,558 

.05 

.05 

Youngstown  Vindicator  (S)  . 

.  22,222 

.05 

.05 

Zanesville  Signal  (E)  . 

.  10,704 

.025 

.025 

Government  Statements,  April  1st,  1919. 
•A.  B.  C.  Report,  April  Ist,  1919. 
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The  Testimony  of  a  Drug  Salesman 

Last  May  and  June,  THE  WORLD  PLAN  helped  the  A.  H.  Lewis  Co.,  St.  Louis, 

Mo.,  sell  a  $4.00  order  of  N.  R.  Tablets  to  every  second  druggist  in  Greater  New  York 
and  near  suburbs.  Sales  totalled  1800,  and  paid  all  selling  and  advertising  bills  in  full 
to  date. 

After  an  equally  successful  merchandising  campaign  in  Philadelphia,  in  which 
newspapers  to  whom  the  World  introduced  N.  R.  co-operated,  Mr.  Harry  Richmond, 
specialty  salesman,  returned  to  New  York  to  help  introduce  another  product  with  the 
aid  of  local  advertising  other  than  newspaper,  and  an  indefinite  promise  of  future 
newspaper  advertising,  hut  without  the  assistance  of  THE  WORLD  PLAN. 

^  At  the  conclusion  of  this  last  campaign,  Mr.  Richmond  says:  “I  was  working  for 

a  well-known  house  whose  products  are  handled  by  every  New  York  druggist.  But 
we  were  greatly  handicapped  without  The  World’s  Introduction.  In  the  N.  R.  cam¬ 
paign,  we  were  able  to  ‘clean-up’  in  the  various  territories.  Our  success  was  phenome¬ 
nal.  In  this  last  campaign,  although  the  product  is  a  wonder,  and  the  house  producing 
it  solid  with  the  druggists,  we  were  obliged  to  be  content  with  a  comparatively  small 
amount  of  business.” 

Says  a  Confectionery  Salesman — 

The  New  England  Confectionery  Co.,  of  Boston^  has  just -wound  up  a  New  York 
selling  campaign  of  which  THE  WORLD  PLAN  was  made  the  back-bone.  This,  with 
a  New  England  campaign  put  on  at  the  same  time,  has  already  more  than  doubled  the 
output  of  Necco  Wafers. 

Mr.  A1  Clark,  one  of  the  ^thirty  salesman  who  secured  such  remarkable  results  for 
Necco*  in- sixty  days’  time,  called  on  ns  the  other  day.  In  reminiscing  of  the  battlefield, 
he  said:  “We  certainly  made  full  use  of  The  World’s  Introduction.  I  met  one  of  the  fel¬ 
lows  one  morning  and  as  we  started  out,  he  said:  ‘I  have  forgotten  my  World  Folder.’ 

My  reply  was:  ‘Well,  if  I  were  you,  I  should  lay  off  for  the  day;  I  shouldn’t  expect  to 
•  '  get  any  orders  without  it.’  ” 

Ask  us  why  the  New  York  World  is  so  strong  with  the  New  York  retailer;  how  THE  -it 
WORLD  PLAN  helps  the  manufacturer  win  confidence  in  his  promises  of  advertising. 

Try  advertising  in  newspapers  by  the  year  , 

THE  NEW  YORK:  WORLD’S  MERCHANDISING  DEPARTMENT 

Mailers  Bldg.,  Chicago  Pulitzer  Bldg.,  New  York  Ford  Bldg.,  Detroit 


Nodding 
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Philadelphia 

AUGUST  BUILDING  A  RECORD 


Surpasses  That  Month’s  Construction  Totals  for  Ten  Years 

Despite  a  bricklayers’  strike,  building  records  show  last 
month  to  be  the  best  August  in  ten  years. 

The  figures  compiled  by  William  W.  Gamble,  statistician 
for  the  Bureau  of  Building  Inspection,  states  that  1,049 
permits  were  issued,  covering  1,509  operations,  valued  at  • 
86,019,560.  Though  these  figures  are  more  than  $600,000 
less  than  July,  the  last  previous  August  to  surpass  them 
was  in  1909. 

They  include  560  two-story  and  fifty-six  three-story  houses. 
Additions  and  alterations  totaled  $1,401,925,  and  there  were 
eleven  factory,  seven  stores  and  four  warehouse  opera¬ 
tions  begun. — Philadelphia  Bulletin,  September  1st,  1919, 

Dominate  Philadelphia 

Create  maximum  impression  at  one  cost  by  concen¬ 
trating  in  the  newspaper  “nearly  everybody”  reads — 

The  Bulletin 

/ 

Net  Paid  Average  A  AQ  O  /I  A  Copies 

for  August  a  Day 

No  prise,  premium,  ronpon  or  other  artificial  method*  of  stimulating  circulation  have  ever  been  uted  by  “The  Bulletin.” 


noon. 


Issued  every  Thursday — forms  closing  at  two  P.  M.  on  the  Wednesday  preceding  the  date  of 
publication — by  The  Editor  &  Publisher  Co.,  Suite  1117,  New  York  World  Building,  63 
Park  Row,  New  York  City.  Private  Branch  Telephone  Exchange,  Beekman  4330. 
James  Wright  Brown,  President;  Fenton  Dowling,  Secretary. 
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NEWSPAPERS  DOMINATE  A.  A.  C.  W.  CONVENTION; 
MEREDITH  UNOPPOSED  FOR  PRESIDENT 

Charlie  Miller  Elected  President  of  News[)aper  Departmental — Rowe  Stewart  to  Be  a 
National  Vice-President — Indianapolis  Wins  1920  Meeting — Convention  Ratifies 
Treaty  and  League  of  Nations  by  Unanimous  Vote 


(iV  TCLEGIAPH) 

Xew  Orleans,  Sept.  24. 

That  the  day  of  the  newspaper  as 
the  dominating  factor  in  national 


Thursday  afternoon,  but  are  considered  the  following  officers  this  afternoon:  Ernest  Bell,  vice-president  of  the  Hy- 


almost  equivalent  to  an  election. 

The  vice-presidents  named  to  serve  in 


President,  Charlie  Miller,  Birmingham  draulic  Steel  Company  of  Cleveland, 
.Vews;  secretary-treasurer,  Fred  Millis,  who  employs  9,000  men  and  who  has 


the  dominating  factor  in  national  the  districts  in  which  they  live  are:  assistant  advertising  manager  of  the  In-  never  had  labor  trouble  of  any  kind, 


advertising  media  has  arrived  is  Rowe  Stewart,  Philadelphia  Record;  dianapolis  News. 


Mr.  Bell  told  of  how  his  company  ob- 


the  outstanding  fact  established  to  date  Reuben  H.  Donnelley,  Chicago;  E.  T.  Two  joint  sessions  were  held  at  the  tains  industrial  co-operation  through 

by  the  15th  annual  convention  of  the  Meredith,  Des  Moines;  E.  Lyell  Gunts,  Tulane  Theatre  Tuesday,  morning  and  publicity. 

Associated  Advertising  Clubs  of  the  Baltimore;  John  Ring,  Jr.,  St.  Louis;  afternoon,  at  which  the  relations  be-  Champ  Clark  declared  that  if  living 

World,  which  brings  to  a  close  here  to-  Rollin  C.  Ayres,  San  Francisco;  F.  W.  tween  labor,  capital  and  the  consumer  conditions  were  not  remedied,  the  con- 


morrow  afternoon  what  seems  des-  Stewart,  Montreal;  Charles  F.  Higham,  were  considered  and  headway  made  to 
lined  to  be  the  must  important  confer-  London,  England.  ward  pointing  to  the  advertising  mer 

cnce  of  English-speaking  advertising 
ind  publishing  interests  ever  assembled 
anywhere. 

The  subject  of  newspapers  and  their 
growing  importance  to  advertisers  was 
’.he  big  topic  of  discussion  at  the  ses¬ 
sions  of  the  general  advertisers  and  ad- 
veriising  agents,  besides,  of  course,  those 
of  the  publishers  themselves.  The  lead¬ 
ing  space  buyers  in  the  country  gave 
assurance  that  it  was  to  the  news¬ 
papers  that  the  bulk  of  their  future  ap¬ 
propriations  will  go. 

It  was  a  gala  week  in  New  Orleans 
and  everything  was  turned  over  to  the 
advertising  delegates.  The  display  of 
pageantry  was  the  feature  of  the  lighter 
side  of  the  proceedings,  but  attention  to 
the  business  of  the  minute  predominated 
at  all  times. 

It  became  a  certainty  today  that  E.  T. 

Meredith,  proprietor  of  Successful 
Farming,  Des  Moines,  will  be  elected 
president  of  the  .Associated  Advertising 
Clubs  without  opposition  at  the  closing 
session  tomorrow  afternoon;  also  that 
Rowe  Stewart  of  the  Philadelphia  Rec¬ 
ord  will  be  elected  a  vice-president 
and  that  the  1920  convention  will  be  ^ 
awarded  to  Indianapolis. 

Mr.  Meredith  was  the  first  president 
of  the  Jefferson  Highway  Association 
and  was  a  candidate  for  governor  of 
Iowa. 

A  bfjom  started  Monday  by  the  Port¬ 
land  (Ore.)  delegation  for  Arthur  C. 

Hewmyer  of  New  Orleans,  associate  pub¬ 
lisher  of  The  Item,  and  Southern  vice- 
president  of  the  Association,  was 
punctured  by  Newmycr  himself,  when 
be  refused  to  consent  to  the  presenta¬ 
tion  of  his  name  as  a  candidate.  E.  T.  MEREDITH, 

The  only  other  prominently  mentioned  .  ,  . ,  x.  •  a  a 

man  as  a  possibility  for  candidate  was  ‘  robable  New  President  of  the  A.  A.  C.  \V  . 

W.  T.  Johns  of  New  York,  president  of 

the  George  Batten  Advertising  Agency  A  ninth  member,  a  woman,  is  to  be  the  ways  in  which  they  can  be  of  assist- 


were  consuiereu  aiui  Headway  made  to-  turner  would  in  time  organize  110,000,- 
ward  pointing  to  the  advertising  men  OO  strong  and  become  the  ruling  power 

of  the  country. 

.At  the  end  of  Tuesday  afternoon’s 
general  session,  Jesse  H.  Neal,  of  New 
York,  introduced  a  motion  providing 
for  the  appointment  of  a  competent 
sales  and  advertising  committee  to  con¬ 
dense  and  abridge  the  addresses  of  the 
day  and  devise  a  method  of  distributing 
them  in  the  industrial  world  and  among 
ihc  laboring  classes,  where  they  will  be 
most  effective  in  restoring  good  feeling 
between  the  two  parties  to  the  present 
industrial  strife. 

The  resolution  was  unanimously  car¬ 
ried.  President  D’Arcy  will  announce 
the  personnel  of  the  committee. 

George  Creel,  formerly  chairman  of 
the  United  States  Committee  on  Public 
Information,  told  of  the  part  advertis¬ 
ing  had  played  in  winning  the  war. 

The  Financial  Advertising  Association 
and  the  Daily  Newspaper  Department 
held  very  successful  and  well  attended 
sessions  Tuesday  afternoon. 

The  Retail  Sales  Institute  and  the  ex¬ 
hibition  of  the  Screen  Advertisers’  As¬ 
sociation  were  other  events  of  the  after- 


The  evening  was  devoted  to  pleasure. 
The  first  event  was  a  boat  ride  on  the 
river  and  the  second  the  Elks’  celebra¬ 
tion,  which  depicted  the  scenes  of  1860. 

Tuesday  morning  saw  the  convention 
swinging  into  the  stride  that  it  will 
maintain  up  through  Thursday  in  han¬ 
dling  the  huge  mass  of  detailed  business 
that  annually  comes  before  the  adver¬ 
tising  men, 

Indianapolis  on  Monday  night  at  the 
president’s  dinner  at  Antoines,  won  the 
campaign  the  Indiana  capital  has  been 
waging  for  the  1920  convention  of  the 
Associated  Advertising  Clubs  of  the 
World  .Atlanta  has  worked  feverishly 
throughout  the  convention  to  lay  the 
foundation  for  the  1921  session,  and  the 


uid  of  the  American  Association  of  added  to  the  executive  committee  for  ance  in  bringing  industrial  harmony  and  Atlantic  delegation  seems  satisfied^ 


Advertising  Agencies.  Mr.  Johns,  too,  the  first  time  this  year,  following  the  thereby  increasing  production. 

•leclined  to  permit  his  candidacy  to  be  action  of  the  convention  Monday  morn-  The  discussions  on  the  labor  situation 
;  launched.  ing  amending  the  constitution  so  as  to  were  by  Champ  Clark,  Democratic 

Eight  vice-presidents,  who  compose  provide  for  a  woman  on  the  leading  leader  of  the  House  of  Representatives; 
'be  Executive  Committee,  were  named  committee.  The  first  woman  to  hold  Harry  Cleland,  of  the  McGraw  Hill 
by  the  Nominating  committee  Tuesday,  this  post  will  be  selected  by  the  women  Company;  Major  Roy  Dicinson,  for- 
The  nominations  must  be  approved  by  at  the  convention.  .  merly  head  of  the  Division  of  Industrial 

•he  convention  at  the  final  session  The  Newspaper  Departm;ntal  elected  Relations,  United  States  Army,  and 


ereby  increasing  production.  the  work  that  has  been  done  to  gain  the 

The  discussions  on  the  labor  situation  meeting,  two  years  hence, 
ere  by  Champ  Clark,  Democratic  Aside  from  this  development,  the  ouf- 
ader  of  the  House  of  Representatives;  standing  feature  of  Monday's  sessitm 


Harry  Cleland,  of  the  McGraw  Hill  was  the  declaration  that  advertising  in 
Company ;  Major  Roy  Dicinson,  for-  the  daily  newspapers  is  the  cheapest  and 
merly  head  of  the  Division  of  Industrial  most  effective  form  of  advertising  on 
Relations,  United  States  Army,  and  (Continued  on  Page  6.) 
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PROVE  NEWSPAPERS  BEST  MEDIA 
FOR  ALL  ADVERTISING 


Publishers  Given  Facts  That  Surprise  Them  at  A.  A.  C.  W. 
Departmental — Walter  G.  Bryan  Presides 
— Miller  Elected  President 


(by  TELECBAril) 


New  Orleans,  Sept.  24. 

Hard  facts,  plain  language  and  sound  suggestion,  everybody  referring 
to  things  by  their  right  names,  characterized  the  sessions  of  the 
Daily  Newspaper  Departmental  of  the  A.  A.  C.  W.,  held  in  the  Green 
Room  of  the  Grunewald,  Monday  and  this  afternoon.  The  members  literally 
smashed  their  way  through  a  lively  and  useful  meeting  and  left  full  of  pep 
and  bursting  with  “new  stuff.” 

President  Walter  G.  Bryan,  the  new  publisher  of  the  New  York  Ameri¬ 
can,  sounded  the  keynote  of  the  meeting  by  advising  his  listeners  they  were 
there  to  transact  business  and  not  to  talk  platitudes  or  listen  to  e.xtended 
speeches.  At  this  afternoon’s  session,  Charlie  Miller  of  the  Birmingham 
News  was  electt*d  president  for  1920,  and  Fred  Millis  of  the  Indianapolis 
News  secretaiy-treasurer.  T  he  attendance  numl)ered  about  200. 

Charlie  Miller  Clears  the  Atmosphere 


That  Little  Birmingham  dynamo, 
Charlie  Miller,  secretary  of  the  De¬ 
partmental,  told  the  memljers  that  they 
were  there  to  help  their  own  business, 
tell  the  truth,  light  into  anybody  or 
anything  that  was  “handing  the  news¬ 
paper  men  a  package,”  and  said  that  if 
there  was  anyone  who  didn’t  agree 
with  this  program  he  could  leave. 

This  cleared  the  atmosphere  and  all 
present  called  each  other  by  their  right 
names. 

Far  Cheaper  Than  Magazines 

William  H.  Rankin,  of  Chicago,  presi¬ 
dent  of  the  Rankin  Advertising  Agency, 
which  spends  $125,000,000  a  year  in  ad¬ 
vertising,  told  what  newspaper  advertis¬ 
ing  has  done  for  the  Government  and 
how  it  helped  to  mobilize  an  army, 
finance  it,  and  win  a  war.  His  remarks 
boiled  down  were  that  the  daily  news¬ 
paper  is  the  greatest  advertising  me¬ 
dium  on  earth,  and  he  proved  it  with 
figures.  Persistently,  albeit  perspiringly 
he  drove  home  each  point  to  an  aston¬ 
ished  audience  that  was  amazed  to 
hear  an  advertising  agency  give  the 
newspaper  its  proper  credit. 

James  Wright  Brown,  publisher  of 
F-DiTttR  &  PfBi.isuKR,  spokc  on  “Proper 
.Advertising  Rates.”  His  remarks  were 
priiKipally  figures,  but  living  figures 
that  showed  the  necessity  of  a  news¬ 
paper  getting  the  right  price  for  its 
service.  He  proved  that  in  “foreign” 
advertising,  calculated  on  a  basis  of  rate 
per  line  per  1,000  circulation,  the  news¬ 
paper  gives  a  service  that  costs  ajiproxi- 
mately  one  third  what  the  same  service 
costs  in  magazines  of  national  circula¬ 
tion. 

Schermerhorn  Makes  a  Hit 


ting  the  third  and  las*  verse.”  And  he 
has  sotiic  vocabulary — he  just  picks  up 
the  English  language  in  his  arms  and 
lets  it  smash  all  over  the  scenery. 

Mr.  Schermerhorn 's  remarks  were  not 
deaconly,  however  he  said  things. 

The  speaker  told  in  witty  manner  of 
his  nineteen  years’  experience  in  con¬ 
ducting  a  “clean  and  independent”  news¬ 
paper.  He  stripped  the  newspaper  busi- 
of  its  last  vestige  of  hypocrisy.  Told 
of  the  “iridescent  and  soulful  dreams” 
of  impractical  editors,  and  in  what  he 
termed  “his  confessional  hour.”  He 
spoke  feelingly  of  the  experiences  of  the 
Detroit  Times,  illustrating  the  assist¬ 
ance  it  received  from  its  readers  with  a 
story  of  how  he  said  he  met  a  clergy¬ 
man  in  the  lobby  of  a  hotel,  who  told 
him  he  had  nothing  but  praise  for  his 
work.  Mr.  Schermerhorn  noted  that 
the  clergyman  spoke  the  truth  as  he 
carried  two  competitive  newspapers  in 
his  pocket,  but  didn’t  have  a  Times. 

Out  to  Belter  Themselves 

.Sliort  speeches,  plenty  of  discussion, 
a  free  field  for  everybody,  a  pledge  of 
confidence  to  every  man  voicing  an 
opinion,  and  hard  work  is  the  program 
outlined  for  this  department  for  the 
remainder  of  the  convention. 

It  is  realized  that  there  arc  but  two 
da>  s  in  which  work  must  be  done  for  a 
whole  year,  and  this  section  of  the  con¬ 
vention  is  going  to  accomplish  its  work. 

.Monday's  meeting  was  possibly  the 
most  important,  from  a  newspaperman’s 
.standpoint,  held  in  the  Grunewald. 
These  men  realize  that  they  are  here  to 
better  themselves,  and  they  are  going  to 
do  it. 


The  resolution  was  introduced  by 
James  Schermerhorn,  editor  and  pub¬ 
lisher  of  The  Detroit  Times.  When  a 
call  for  a  second  was  issued,  several 
hundred  men  arose,  and  finally  a  repre¬ 
sentative  of  the  Dallas  (Texas)  delega¬ 
tion  made  himself  heard.  He  announced 
that  “three  hundred  and  fifty  Texas 
delegates  wished  to  second  it.”  There 
were  no  speeches  in  opposition. 

A  rising  vote  was  taken.  Delegates 
were  present  from  every  State  in  the 
Union,  Canada,  and  Latin  America.  A 
prolonged  demonstration  followed  the 
vote. 

Normal  industrial  conditions  can 
come  only  when  definite  peace  terms 
have  been  agreed  to  by  the  leading  na¬ 
tions  of  the  world,  Samuel  Gompers, 
president  of  the  American  Federation 
of  Labor,  declared  to  the  convention. 

Mr.  Gompers’s  address  was  read,  as 
he  could  not  be  present. 

Urging  prompt  ratification  of  the 
treaty  as  an  absolute  necessity,  Mr, 
Gompers  said : 

“That  treaty  is  not  perfect;  but  it  is 
our  only  constructive  suggestion  for 
dealing  with  some  of  the  things  which 
cause  wars.”  “Co-operation  for  produc¬ 
tion  depends  fundamentally,”  Mr.  Gom- 
jiers’s  paper  said,  “upon  good  will.  Good 
will  cannot  be  forced,  it  must  be  earned. 
The  only  way  in  which  industrial  work¬ 
ers  may  express  and  defend  their  rights 
and  interests  is  through  organization 
and  responsible  representatives. 

“Two  fallacies  have  been  so  fre- 
(piently  repeated  as  to  be  accepted  by 
casual  readers  and  hearers.  It  is  said 
that  requests  for  increased  Wage  neces¬ 
sitate  increase  in  prices  which  increases 
cost  of  living  and  in  return  results  in 
more  wage  demands — a  vicious  circle 
which  leads  to  no  progress.  High  wages 
have  invariably  resulted  in  constructive 
changes,  beneficial  to  workers  and  have 
resulted  in  increased  production. 

“The  second  misstatement  used  to  the 
fli.seredit  of  wage  earners  is  that  output 
is  deliberately  restricted  by  the  organ¬ 
ized  labor  movement  and  by  limitation 
of  hours  of  work.  In  many  industries 
t'roduction  is  below  pre-war  volume. 
This  is  not  due  to  labor,  but  to  un¬ 
settled  trade  conditions,  managerial 
policies,  and  high  costs  of  raw  mate¬ 
rials.  Wage  earners  as  well  as  em¬ 
ployers  are  anxious  to  end  this  period.” 

Later  the  convention  adopted  a  reso¬ 
lution  urging  speedy  ratification  of  the 
Peace  Treaty  and  the  League  of  Na- 
titais  covenant  “without  amendment  or 
reservation.” 

(.4.  C.  IV.  Coni'ention  Reports  Con¬ 
tinued  on  Page  28.) 


NAVY  ADS  WILL  SET  A 
NEW  MARK 


Charlie  Miller,  in  his  report  as  secre¬ 
tary,  said  that  this  was  the  largest  and 
most  important  meeting  the  Departmen¬ 
tal  had  ever  held.  He  reported  L50 
newsi>apers  on  the  roster  of  the  organi¬ 
zation.  Mr.  Miller  outlined  the  plans 
of  the  Departmental  for  the  coming 
year,  said  he  had  a  number  of  good  jobs 
on  file,  took  a  whack  at  dishonest  soli- 
citor.s,  and  generally  got  down  to  the 
meat  of  the  work  of  the  organization. 

Everybody  sat  up  and  took  notice, 
because  Charlie  was  telling  newspapers 
certain  truths  they  knew  all  along,  but 
were  always  too  polite  to  mention. 

The  hit  of  the  afternoon  was  James 
Schermerhorn,  editor  and  publisher  of 
the  Detroit  Times,  referred  to  as  “The 
Pioneer  Qean  Newspaper  Man.”  Mr. 
Schermerhorn  has  every  appearance  ot 
a  deacon  and  from  his  enunciation  one 
would  think  he  were  just  about  to  say, 
“we  will  now  sing  hymn  No.  243,  omit¬ 


NKWSPAI’ER.S  DOMINATE  A. 
A.  C.  W.  MEETING 


((  ontinued  from  Page  5.) 
earth.  A  statement  was  made  with  the 
buttressing  of  quoted  figures  by  William 
H.  Rankin  of  the  Rankin  Advertising 
Agency  of  Chicago,  and  by  James 
\\  right  Brown  of  New  York,  publisher 
of  Editor  &  Publisher. 

The  chief  entertainment  of  Monday’s 
jirogram  was  the  staging  of  “1815 
Night”  in  lackson  Square  and  the  old 
hrench  market,  when  the  scenes  and 
characters  of  more  than  a  century  ago 
were  brought  back  for  the  enjoyance  of 
the  Advertising  Club  delegates. 

In  the  general  session  of  the  clubs, 
the  delegates  by  formal  resolution 
adopted  and  with  a  hurrah  urged  the 
immediate  ratification  of  the  Treaty  of 
Peace  as  the  only  means  of  restoring 
the  nation  to  normal  conditions. 


Coming  (Campaign  to  Be  Conducted 
Through  Newspapers  Will  Be  Ad¬ 
vertising's  Greatest  Practical 
Service  to  U.  S. 


(by  telegiafh) 

New  Orleans,  Sept.  23. — Advertis¬ 
ing’s  greatest  practical  service  to  the 
United  .States  was  made  public  yester¬ 
day  when  William  H.  Johns,  president 
of  the  newly-formed  .Advertising  Agen¬ 
cies  Corporation,  told  of  the  world’s 
greatest  advertising  campaign  soon  to 
be  latmched  for  recruiting  for  the  Navy. 

The  -Advertising  Agencies  Corpora¬ 
tion  is  an  organization  that  serves  just 
one  client — Uncle  Sam.  It  knows  no 
greater  client,  it  serves  no  lesser,  and 
that  corporation,  which  is  formed  of  116 
members  of  the  .American  Association 
of  .Advertising  -Agencies,  is  pooling  its 
talent  and  its  time  in  this  great  U.  S. 


Navy  recruiting  campaign,  which  is  to 
set  world  records  in  advertising. 

“This  navy  recruiting  advertising 
campaign,”  said  President  Johns,  “is  the 
largest  in  scope,  on  ethical  business 
lines,  ever  undertaken  by  anybody,  any¬ 
where 

“More  newspapers  are  used,  with  paid 
for  advertising  than  ever  before  in  a 
single  undertaking.  More  advertising 
service  and  professional  skill  has  been 
I>ut  into  this  campaign  than  was  ever 
employed  before. 

“More  people  will  have  opportunity  to 
read  those  navy  recruiting  advertise¬ 
ments  than  were  ever  given  the  oppor¬ 
tunity  to  read  any  equal  number  of  ad¬ 
vertisements  in  the  same  length  of 
time.  This  advertising  will  go  into 
practically  every  English-speaking  home 
in  the  United  States. 

“Every  line  of  this  campaign  of  ad¬ 
vertising  is  being  paid  for  by  the  Navy 
Department  at  regular  commercial  rates. 
No  free  advertising  has  been  asked  for. 
There  was  no  thought  of  it.  And  the 
advertising  agencies  of  the  United 
Slates— 116  of  them — have  leaped  for¬ 
ward  to  meet  the  Navy  more  than  half 
way. 

“No  question  of  competition,  or  geo¬ 
graphical  location,  or  of  anything  but 
the  fullest  co-operation  has  been  con¬ 
sidered.  The  Advertising  Agencies 
Corporation  has  units  dotting  the  map 
of  the  United  States  from  coast  to  coast, 
and  every  unit  is  at  the  service  of  Uncle 
Sam — no  one  else. 

AH  in  One  Great  Agency 

“Literally,  every  advertising  agency 
in  the  American  -Association  of  Adver¬ 
tising  Agencies  from  Bangor  to  Los 
-Angeles  has  been  fused  into  one  great 
co-operating  advertising  agency  to  work 
for  the  United  States  Government  in  its 
advertising.” 

Besides  President  Johns,  the  officers 
of  the  new  corporation :  Paul  E.  Faust, 
vice-president ;  Harry  Dwight  Smith, 
secretary;  Walter  Hine,  treasurer,  and 
James  O’Shaughnessy,  general  manager. 

-New  Orleans  details  of  the  campaign 
were  talked  over  Monday  by  President 
Johns  and  Commander  J.  B.  Gilmer,  in 
charge  of  Navy  recruiting  for  this  dis¬ 
trict,  with  headquarters  in  New  Or¬ 
leans,  and  with  Lieutenant-Commander 
Oulin.  Both  arc  to  speak  on  the  cam¬ 
paign  before  the  A.  A.  C.  W.  Conven¬ 
tion. 


Navy  advertising  copy  which  began 
running  this  week  in  newspapers  in  cities 
where  there  are  Navy  recruiting  sta¬ 
tions  will  be  600  lines,  appearing  once 
a  week  for  five  weeks.  Copy  for  the 
newspapers  in  the  smaller  towns 
where  there  are  no  recruiting  stations 
will  not  appear  until  somtime  in  Oc¬ 
tober  and  will  appear  once  a  week  for 
four  weeks,  the  total  amount  of  space 
to  be  used  being  81  inches. 

In  connection  with  the  advertising, 
the  U.  S.  Navy  Recruiting  Bureau  and 
the  -Advertising  Agencies  Corporation 
have  issued  a  12-page  newspaper 
called  “The  Navy  Recruiter,  50,000 
copies  of  which  have  been  mailed  to 
newspapers.  It  contains  suggestions 
for  editorials  and  copy  for  news 
columns. 


Newspapers  Get  “A.  B.  C.”  Reports 

Chicaoo,  Sept.  24. — Audit  Bureau  of 
Circulations  reports  have  been  issued  on 
the  following  newspapers :  Atlanta  Con¬ 
stitution,  -Atlanta  Georgian  &  Sunday 
.American,  Atlanta  Journal,  Attleboro 
(-Mass.)  Sun,  Beaver  (Pa.)  Daily 
Times,  lola  (Kan.)  Daily  Register, 
Pittsburg  (Kan.)  Daily  Headlight, 
Shreveport  (La.)  Journal,  Shreveport 
Times. 
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DEMOCRATIC  KING  ALBERT  OF  THE  BELGIANS, 
A  WRITER,  IS  ON  HIS  WAY  HERE 

Most  Heroic  Ruler  in  Europe  Sails  for  America  on  the  Fifth  Anniversary  of  His  Stand  at 

Maliiies — Has  Written  for  Newspapers — Will  Be  His 
Second  Tour  of  U.  S. 


KIXG  albert  of  the  Belgians — 
king  by  right  of  birth,  country 
gentleman  by  inclination,  writer  of 
books  and  articles  for  newspapers  by 
cho.cc,  warrior  by  force  of  circum¬ 
stances — democratic  and  radical — for  a 
hereditary  ruler — blond,  more  than  six 
feet  tall  and  proven  in  the  trials  of  bat¬ 
tle  every  inch  a  king,  is  now  on  the  high 
seas  speeding  toward  America. 

His  visit  is  going  to  mean  much  to  the 
newspaper  men  and  women  of  America 
as  interpreters  of  his  individuality  for 
the  American  people.  It  will  remain 
for  the  newspaper  folk  of  the  country 
to  decide  whether  he  measures  up  to  all 
the  things  that  have  been  said  for  him 
during  the  days  when  the  fate  of  Bel¬ 
gium  as  a  nation  was  on  the  scales  of 
world  justice. 

.Among  kings,  Albert  stands  out  as 
the  most  heroic  figure  of  the  world  war. 
Many  attribute  this  to  his  early  training 
wlun  a  kingdom  was  not  included  in  his 
daily  thoughts. 

Has  Keen  News  Sense 
His  appeal  to  newspaper  men  has  been 
personal.  He  has  many  times  proven 
his  belief  in  the  printed  word.  He  has 
a  high  regard  for  newspapers  and  their 
freidom  of  action  as  a  national  necessity 
and  as  an  agency  for  unity  and  strength. 

He  probably  showed  this  regapd  to 
greater  extent  a  few  years  before  the 
V  ar  than  since  hy  suing  a  Belgian  news- 
pa]  <r  for  criminal  libel  instead  of  using 
a  king’s  prerogative  of  suppression.  The 
pa;  er  had  printed  a  vile  slander  upon 
lumsi  If,  as  was  later  proven. 

King  Albert  writes  easily  and  has  a 
witty  breezy  style.  He  has  a  keen  news 
sense  and  at  various  times  has  shown  a 
knowledge  of  news  values  and  an  in¬ 
terest  in  newspaper  stories  that,  even 
bdere  the  war,  was  startling.  There  is 
no  (|uestion  that  in  a  former  day  he 
cherished  ambitious  to  shine  as  jour¬ 
nalist  of  a  certain  European  type,  deal¬ 
ing  especially  with  shipping  and  trans¬ 
portation  problems. 

Touched  on  Mixed  Drinks 
On  a  former  visit  to  this  country,  in 
1898,  as  the  Prince  of  Flanders,  the 
present  king,  while  being  entertained  on 
a  lavish  scale  in  New  York  City,  was  a 
student  of  the  daily  newspapers,  as  was 
proven  by  one  act  of  his  at  least. 

About  the  time  of  his  arrival  a  .sensa¬ 
tional  Brooklyn  murder  “broke”  and 
took  complete  possession  of  the  first 
pages. 

The  night  before,  the  Prince  had  at¬ 
tended  a  dinner  given  by  the  Lawyers' 
Club,  but  the  following  morning,  bright 
and  early,  he  was  at  the  scene  of  the 
crime  and  asked  many  (lucstions  about 
“why.” 

During  the  same  visit,  the  Prince 
wrote  a  signed  article  for  the  New  York 
World  in  which  he  praised  America  and 
its  people — naturally,  as  he  was  a  guest 
— and  then  showed  that  he  was  more  or 
less  "regular”  by  closing  with  a  para¬ 
graph  in  which  he  said  that  he  had  not 
yet  tried  our  mixed  drinks,  but  hoped  to 
enjoy  that  unusual  experience  l)efore  he 
returned  home. 

The  Prince  of  Flanders  spent  many 


months  in  this  country  and  visited  most 
of  it.  He  was  lavishly  entertained  when 
the  opportunity  presented  itself,  but  on 
several  occasions  he  found  it  possible  to 
lose  his  identity  and  get  next  to  the 
people. 

He  visited  some  parts  of  the  country 
unrecognized  and  unheralded  as  “John 
Bangs  of  New  York.”  As  “C.  A.  Har¬ 
ds”  he  roamed  around  New  Orleans 
with  a  freedom  that  ordinarily  is  en¬ 
joyed  only  by  regular  Americans.  In 
St.  Louis  he  was  unnoticed  as  “John 
Banks.” 


of  those  towns  a  hundredfold — and  his 
last  literary  work  was  on  the  Spanish 
rule  in  Flanders. 

Many  stories  have  been  printed  about 
the  present  king’s  efforts  as  an  active 
newspaper  man.  It  is  hard  to  say  how 
much  of  them  is  true  and  how  much  is 
false.  There  can  be  no  doubt,  however, 
in  his  belief  in  the  press  as  the  means 
through  which  to  attain  an  end.  His 
personal  messages  to  various  American 
newspapers  and  his  treatment  of  news¬ 
paper  men  and  women  who  visited  his 
headquarters  during  the  war  are  proof. 
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While  here — incidentally  his  incognito 
was  “Count  de  Rethy” — he  spent  a  great 
deal  of  his  time  in  Washington  and  St. 
Paul.  He  was  attracted  to  St.  Paul  by 
James  J.  Hill  and  was  that  master  build¬ 
er’s  guest  on  several  trips  into  the  North¬ 
west,  where  the  future  king  became  a 
rather  familiar  character. 

His  interest  in  transportation  was  re¬ 
flected  many  years  after  his  visit  when 
he  said  that  the  thing  that  had  impressed 
him  most  in  America  had  been  a  Bald¬ 
win  Compound  Locomotive  that  he  had 
seen  at  the  Massachusetts  Institute  of 
Technology  in  Boston.  Upon  his  return 
he  wrote  a  book  on  America  in  which 
he  showed  a  keen  insight  into  our  man¬ 
ner  of  life,  government  and  institutions, 
with  real  respect,  and  some  praise  for 
all. 

Other  books  written  by  King  Albert 
include  histories  of  the  Flemish  towns 
of  Bruges,  Ghent  and  Ypres — since  then, 
however,  with  his  loyal  little  army,  he 
has  helped  increase  the  history  of  each 


It  must  be  remembered  that  he  was 
the  youngest  son  of  the  Duke  of  Fland¬ 
ers  and  the  third  in  line  for  the  Belgian 
crown,  worn  by  his  uncle.  King  Leopold. 
His  father  was  known  as  the  “Deaf 
Prince”  and  repeatedly  announced  that 
he  never  wished  to  rule.  He  died,  how¬ 
ever,  before  Leopold.  The  oldest  son 
died  under  mysterious  circumstances, 
making  Albert — whose  name  is  Albert 
Leopold  Clement  Maria  Meinrad — the 
only  living  male  descendant  of  King 
Leopold,  heir  to  the  throne. 

King  Albert’s  desires  are  said  to  have 
been  much  like  those  of  his  father.  He 
wished  to  lead  the  life  of  a  country  gen¬ 
tleman  and  did  not  wish  to  rule.  In 
picking  his  wife  he  did  his  own  choosing 
and  married  Princess  Elizabeth  Valerie 
of  Bavaria,  daughter  of  an  oculist  who 
gave  all  his  time  to  the  poor. 

One  of  the  favorite  newspaper  stories 
about  King  Albert  is  that  he  carried  a 
police  card  for  four  years  and  worked 
as  a  regular  reporter  on  a  Brussels 


newsiiaper.  That  story  may  not  be  true, 
but  another  story  to  the  affect  that  he 
wrote  many  stories  for  a  weekly  ship¬ 
ping  paper  at  Antwerp,  in  which  he  was 
said  to  have  been  interested,  is  generally 
credited. 

■According  to  the  latter  story,  when 
a  young  man,  he  had  an  ambition  to 
build  up  a  great  Belgian  merchant  ma¬ 
rine  and  owing  to  the  interest  the  Bel¬ 
gian  people  had  in  his  desires,  he  became 
interested  in  that  paper. 

•As  a  member  o?  the  staff  of  that  paper, 
it  is  said,  he  visited  all  of  the  important 
commercial  and  ship|)ing  centers  of 
Europe  and  gathered  the  material  upon 
which  his  articles  were  based.  To  make 
it  ea.sy  for  him  to  carry  on  his  work  as 
a  reporter,  he  grew  a  beard,  it  is  said. 

Shortly  before  the  Prince  of  Flanders 
acceded  to  the  Belgian  throne,  he  made 
an  extended  tour  of  the  Congo  and  upon 
his  return  lie  wrote  a  book  on  conditions 
as  he  found  them  there.  His  book  is 
along  humanitarian  lines,  and  he  made 
a  i>romise,  if  he  became  king,  to  do 
everything  he  could  to  change  cotulitiotis 
wliirh  he  referred  to  as  “cruel.” 

As  Kings  Co 

-As  kings  go — eveti  before  the  war — 
•Albert  of  the  Belgiatis  was  a  radical. 
He  was  called  both  “the  handsomest 
king  in  Europe”  and  “the  brightest  king 
in  Euro;  e.’’  His  court  was  without 
doubt  the  most  simple  and  democratic. 
S!.('rtly  after  his  marriage  a  castle  was 
selected  for  the  home  of  the  future  ruler 
to  live  iti.  He  rcfttsed  it  atid  selected 
the  little  town  hoitse  of  Bellamy  Storer, 
former  .American  Minister  to  Belgium. 

Then  he  startled  the  crowned  heads 
of  Europe  by  abolishitig  the  coronation 
ceremonies,  and  the  accompanying  taxes, 
when  he  assumed  the  throne.  After 
that  he  won  the  socialists’  support  on 
many  questions  and  it  was  even  hinted 
in  Ivuroite  that  he  was  one  of  them — 
btit  the  knowing  ones  would  say  what 
tnore  coitld  you  expect  from  one  of  the 
blood  who,  when  a  lieutenant  in  the 
army,  marched  afoot  ahead  of  his  men 
through  the  streets  of  Brussels,  and 
when  they  were  tired  and  dry  took  them 
into  a  saloon  and  bought  them  beer  and 
smokes.  , 

“For  Belgium” 

During  the  war.  King  Albert  cried  to 
his  heroic  army,  “For  Belgium,”  and 
never  mentioned  “King.”  He  stood 
shoulder  to  shoulder  with  the  other  men 
of  his  country — if  the  stories  told  are 
true.  He  has  been  quoted  as  using  such 
expressions  as  “my  skin  is  no  better  than 
their  skins,”  wheti  battles  raged. 

just  five  years  ago,  September  22, 
King  Albert,  ankle  deep  in  mud  near 
Malines,  stood  watching  the  Germans 
relentlessly  encircling  .Antwerp  in  a  ring 
of  lire  and  steel,  battling  desperately  to 
retain  the  last  parcel  of  his  kingdom. 

“A  country  which  defends  itself  can¬ 
not  perish.  I  have  faith  in  our  desti¬ 
nies,”  he  said.  Then  .Antwerp  fell  and 
.Albert  took  refuge  in  Ostend. 

.Albert,  most  democratic  king  in  Eu¬ 
rope.  is  on  his  way  to  us,  and  newspaper 
men  must  decide  his  place  in  the  esteem 
of  the  American  people. 
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NEWSPAPER  ADVERTISING  RATES 
MUST  PROVIDE  FOR  PROFITS 

Financial  Stability  Is  Fundamental  —  Existing  Kates  of  Daily 
and  Sunday  Papers  Ruinously  Low,  Averaging  But 
One-third  of  Magazine  Charges 

IN  DISCUSSING  “Proper  Advertising  Kates,”  before  the  Daily 
Newspaper  Department  of  the  Associated  Advertising  Clubs  at 
the  New  Orleans  convention,  James  Wright  Brown,  president  of 
Editor  &  Publisher,  asserted  that  the  rates  fixed  should  assure  the 
financial  stability  of  the  newspaper. 

He  called  attention  to  the  fact  that  financial  stability  assures 
high  public  service,  based  upon  the  fundamental  principles  of  good 
journalism — truth,  justice  and  freedom  of  expression. 

Full  Compt'nsation  for  All  Concerned 
The  address  in  part  follows:  has  come  to  understand  that  he  may  not 

“I  firmly  believe  there  can  be  no  vie-  have  the  advantames  of  the  regular  ‘fre- 


evening  newspaper  circulations  especially 
have  been  on  the  decline,  whilst  costs 
have  been  mounting  higher  and  still 
higher.  This  is  not  true  all  the  way 
through,  but  generally  true. 

“The  old  order  has  passed  with  this 
decline.  It  is  no  longer  possible  to  oper¬ 
ate  on  “Louie”  Duval’s  theory  that  a 
newspaper  is  entitled  to  an  increase  of 
1  cent  per  line  for  every  increase  in  cir¬ 
culation  of  10,000 — or  one-tenth  of  a 
cent  per  line  per  thousand  of  circulation. 

“We  must  now  sell  service — not  circu¬ 
lation — results,  not  hot  air  and  blue  sky. 

“In  the  old  days,  the  space  buyer  said 
that  a  proper  advertising  rate  was  1/7 
of  a  cent  per  line  per  thousand,  and  that 
was  the  basis  upon  which  he  tried  to 
ojterate.  Of  course,  there  were  news- 
(Coniinued  on  Page  34) 


tory  in  any  business  enterprise  which 
does  not  fully  comiiensate  br^th  the  man 
who  contributes  his  lal>or  and  the  man 
who  contributes  his  capital. 

"Therefore,  I  urge  upon  you  the  neces¬ 
sity  for  readjustments,*in  this  readjust¬ 
ment  season,  in  order  that  your  adver¬ 
tising  rates  may  provide  a  fair  profit- 
sharing  means  for  labor,  a  fair  cash  re¬ 
turn  for  capital  invested,  considering  the 
hazards  of  the  publishing  business,  an 
adequate  return  to  administrative  offi¬ 
cers,  as  well  as  to  provide  for  depreci¬ 
ation  in  machinery,  furniture,  fixtures, 
replacements,  etc. 

In  the  New  Era 

“The  day  of  the  ‘impecunious  reporter’ 
has  passed,  my  friends,  never  to  return. 
Wages  are  high  and  going  higher;  capi¬ 
tal  investments  are  more  hazardous  to¬ 
day  than  ever  before,  and  the  outlook 
is  still  more  uncertain.  Profits  are 
large,  but,  when  viewed  in  the  light  of 
purchasing  power  of  commodities,  they 
are  only  fair. 

“Provision  must  be  made  to  conserve 
strength  and  vitality  and  this  may  be 
done  only  by  establishing  a  proper  ad¬ 
vertising  rate. 

“Are  you  going  to  operate  in  this  new 
era  along  the  lines  of  other  days — insane 
competitive  days — or  are  you  going  to 
profit  by  the  experiences  of  the  past  and 
determine  to  forget  jealousies,  envious 
lineage  struggles  and  expensive  competi¬ 
tive  rate  cutting,  and  get  together  with 
your  associates  and  your  colleagues  in 
the  field  and  talk  over  and  negotiate  a 
fair  and  equitable  understanding?  This 
should  be  done,  otherwise  you  are  at  the 
mercy  of  the  pack  of  wolves  who  profit 
by  your  lack  of  consideration  for  the 
‘other  fellow.’ 

“Co-operation  is  the  keynote  of  the 


quency  of  insertion’  advertiser. 

“By  custom,  the  amu.sement  advertiser 
has  come  to  know  that  he  must  pay  a 
higher  rate  than  the  regular  ‘big  store’ 
advertiser. 

“By  custom,  the  financial  advertiser 
has  made  a  place  for  himself  at  a  little 
higher  rate  than  the  regular  ‘big  store’ 
merchant.  And  so  it  is  with  classified 
and  its  various  classifications.  The  net 
result  of  which  is  a  higher  average  net 
rate  per  line — and  that  is  the  thing  we 
need  and  must  have.  The  graded  rate 
card  makes  it  easier,  I  think,  to  obtain 
the  higher  net  rate.  Moreover,  it  insures 
a  steady  flow  of  volume  in  lean  months 
and  dr>’  spells,  which  is  altogether  de¬ 
sirable. 

Relation  of  Circulation  to  Rate 

“Does  an  increased  rate  depend  upon 
increased  circulation?  Not  by  any 
means.  Witness  the  Saturday  Evening 
Post’s  recent  increase  of  $2  per  line — 
from  $8  to  $10— or  25  per  cent  increa.se 
without  any  increase  in  circulation. 

“Should  an  increased  rate  be  made  ef¬ 
fective  at  once  ?  Absolutely !  Except, 
of  course,  where  contracts  are  in  ex¬ 
istence. 

“In  formulating  a  proper  advertising 
rate,  we  must  consider  the  fact  that  it 
costs  more  to  publish  a  newspaper  in 
some  parts  of  the  United  States  than  in 
others,  due  to  the  fact  that  it  is  neces¬ 
sary  in  some  instances  to  transport  white 
paper  almost  the  entire  width  of  the 
United  States,  and  also  of  the  fact  that 
in  the  Western  States  wages  and  the 
cost  of  production  are  much  higher  than 
in  the  Central,  Northern  and  Eastern 
States. 

“It  must  be  remembered,  also,  that  the 
most  tangible  thing  in  newspaper  ad¬ 
vertising  is  results.  Therefore,  a  paper 


CONVERTING  NATIONAL 
ADVERTISERS 


Tom,  Dick  and  Harry — who  have  a  sel¬ 
fish  interest  to  serve  in  keeping  you  at 
daggers’  points  with  your  colleagues — 
and  thinking  you  have  only  one  way  to 
get  business — and  that  by  cutting  your 
rate  to  meet  his — is  certainly  the  road 
to  vexation  of  spirit  and  ruination. 

Flat  Rate’s  DisadvanUges 

“Make  your  own  product  and  sell  it 
on  its  merits,  and  you  will  win  in  pro¬ 
portion  to  the  service  you  render. 

"A  proper  advertising  rate,  then,  must 
provide  for  a  fair  return  to  capital,  a 
fair  return  to  labor,  a  fair  return  for 
administrative  officers  and  for  replace¬ 
ments,  in  addition  to  which  I  would  say 
a  fair  return  to  the  advertising  agent 
who  develops  many  accounts,  and  a  fair 
return  to  the  men  who  represent  you 
in  any  and  all  capacities. 

“May  this  revenue,  so  necessary  to 
proper  operation,  be  secured  in  large 
enough  proportion  by  a  flat  rate?  I 
think  not. 

“By  custom,  the  one-time  advertiser 


More  Constructive  Efforts  Required  of 
Newspapers  to  Win  Patrons  Among 
Big  Fellows,  Herman  Philipson 
Tells  Convention 


order.  Listening  to  the  stories  of  advertiser  results  should 


vast  number  is  considered.  We  must 
first  create  before  we  can  partake,  and 
surely  our  own  advertising  can  at  least 
be  made  more  constructive. 

“The  truly  great  artist  is  never  satis¬ 
fied  with  his  work,  and  no  newspaper 
advertising  manager,  no  matter  how 
large  his  volume  of  advertising,  can 
complacently  disregard  the  ever-widen¬ 
ing  circles. 

“It  has  been  my  experience  that  nine 
out  of  ten  branch  managers,  retail  deal¬ 
ers,  brokers  and  agents  who  sell  na¬ 
tionally  advertised  products  regard 
newspapers  as  the  one  best  medium. 
And  yet  at  annual  banquets  given  to 
dealers  and  salesmen  at  the  various  fac- 
torie.s,  they  gather  around  the  banquet 
board  and  hear  of  the  ‘big  advertising 
campaign’  that  is  going  to  reach  ever  so 
many  ‘millions’ — the  millions  who  do  not 
read  the  newspapers. 

“And  then  these  same  dealers  and 
salesmen  go  home  and  yearn  for  the 
manufacturers  to  use  the  home  news¬ 
paper — because  we  newspapermen  are 
too  busy  to  collectively  and  nationally 
have  them  insist  on  the  use  of  news¬ 


papers. 


Trivial  Obstacles 


Herman  Philitsiin. 


charge  more  for  its  advertising  than  a 
paper  that  does  not,  regardless  of  the 
fact  of  how  much  circulation  either  of 
the  papers  may  have.  Moreover,  in  ar¬ 
riving  at  an  advertising  rate,  we  must 
consider  the  kind  of  circulation  a  news¬ 
paper  has  and  how  it  was  secured — 
whether  by  premiums,  insurance  schemes 
or  other  forced  methods  or  on  the  basis 
of  an  actual  demand  for  the  newspaper. 

Must  Sell  Service 

“You  will  find,  I  think,  that  as  a  rule 
the  newspapers  that  have  the  smallest 
circulations  and  have  the  least  amount 
of  responsiveness  to  their  circulation 
have  a  higher  rate  per  line  per  thousand 
of  circulation. 

“Circulation  of  that  kind  has  not  the 
value  that  the  legitimate  circulation  has. 
Therefore,  all  of  these  things  must  be 
taken  into  consideration  in  attempting  to 
arrive  at  what  is  the  proper  advertising 
rate. 

“Daily  newspaper  circulations  reached 
high  water  marks  in  October,  1918,  and 
the  first  half  of  November.  Since  then. 


“.Are  wc  not  spending  loo  much  time 
and  effort  watching  opposition  news¬ 
papers  and  too 
little  to  develop¬ 
ing  our  own  mar¬ 
kets  ?”  asked 
Herman  Philip¬ 
son,  director  of 
advertising  of  the 
Dallas  (Tex.) 
Times  Herald,  in 
a  n  address  o  n 
“Converting  Na¬ 
tional  Advertis¬ 
ers  to  the  Use  of 
the  Daily  News¬ 
papers,”  at  the 
•  New  Orleans 

convention  of  the  .\.  A.  C.  of  \V.  His 
talk  wa.-i  delivered  before  the  News¬ 
paper  Departmental  of  the  organization. 

“If  the  advertisers  who  use  the  news¬ 
papers  did  not  utilize  their  space  to  bel¬ 
ter  advantage  than  do  the  newspapers, 

I  am  afraid  their  campaigns  would  not 
prove  as  result ful  as  we  exiiect  them 
to  be,”  he  said. 

“.Such  agencies  as  the  Bureau  of  Ad¬ 
vertising  of  the  A.  N.  P.  A.  are,  of 
course,  of  much  assistance  to  news¬ 
papers,  but  strange  as  it  may  seem,  the 
greatest  efforts  in  behalf  of  newspaper 
advertising  has  not  been  expended  by 
the  newspapers,  but  rather  have  come 
from  outside  .sources,  such  as  publish¬ 
ers’  trade  papers  and  some  few  adver¬ 
tising  agencies. 

Pioneer  Efforts 

“There  are  some  exceptions  to  this 
condilit)!!,  but  few  indeed.  Notably, 
among  the  newspapers,  are  the  pioneer 
efforts  of  Jason  Rogers,  publisher  of 
the  New  York  Globe,  an  untiring 
evangel  in  the  cause  of  newspaper  ad¬ 
vertising  ;  Frank  D.  Webb,  of  the  Balti¬ 
more  News,  and  a  very  few  others. 

“William  H.  Rankin  and  a  few  others 
of  the  advertising  agents  have  openly 
and  consistently  espoused  the  cause  of 
national  advertising  in  newspapers. 

“.And  yet,  while  the  editorial  columns 
of  our  newspaper  trade  papers,  such  as 
the  Kditok  &  Publish KR,  in  issue  after 
issue,  champion  newspaper  advertising 
at  enormous  expense,  the  newspapers, 
the  actual  beneficiaries  of  this  effort, 
utilize  their  space  in  thc.se  same  issues 
by  heralding  their  superiority  over  the 
‘opposition  newspaper.’ 

“The  newspaper,  however,  who  use 
space  in  the  trade  papers  which  fight 
their  battles  are  few  indeed  when  their 


“The  dealer  wants  the  localized  ef¬ 
fect  which  only  the  newspaper  can  fur¬ 
nish,  yet  certain  trivial  obstacles  pre¬ 
vent  the  use  of  newspapers.  Leading 
advertising  agencies  openly  state  that 
the  loose  handling  of  advertising  by 
r.ewspapers  in  such  details  as  proof  of 
service  which  to  an  ordinary  business 
would  be  considered  merely  incidental, 
are  held  against  newspapers  as  discour¬ 
aging  their  use. 

“Do  you  wonder  that  some  agencies 
and  advertisers  prefer  to  send  out  two 
or  three  pieces  of  copy  when  the  use  of 
newspapers  confronts  them  with  pro- 
lot:  ged  correspondence  to  get  missing 
coT'ies  of  the  paper,  etc.  This  not  alone 
is  an  added  burden  of  expense  to  the 
newspaper,  but  in  addition  does  net 
lower  the  ‘H.  C.  of  L.’  for  the  advertis¬ 
ing  agent  who  depends  on  the  blessed 
15  per  cent.” 


Grady  and  Others  Join  “K.  C.”  Post 
Kansas  City,  Mo.,  Sept.  23. — S.  A. 
Grady,  associate  editor  of  the  Kansas 
City  (Kan.)  Kansas,  has  joined  the  lo¬ 
cal  staff  of  the  Kansas  City  (Mo.)  Post. 
Howard  Hunt,  former  Journal  reporter, 
is  also  on  the  Post  staff.  Other  new 
Post  men  are  J.  M.  Miller^  former  tele¬ 
graph  editor  of  the  Cincinnati  Commer¬ 
cial-Tribune ;  Captain  Carl  White,  for¬ 
mer  Journal  copy  desk  man,  and  C.  C. 
Comfort,  of  Olympia,  Wash.,  brother  of 
Will  L.  Comfort,  of  the  Post  copy  desk. 
J.  Porter  Wright  has  been  made  tele¬ 
graph  editor. 

R.  E.  Hutchinson  Changes 
Chicago,  Sept.  24. — Roy  E.  Hutchin¬ 
son  has  resigned  as  advertising  manager 
of  the  Powdered  Coke  Engineering  & 
Equipment  Company,  to  associate  him¬ 
self  with  the  advertising  staff  of  the 
Electric  Railway  Journal,  also  of  this 
city. 


Van  Loan  Left  $13,000  Estate 

Ix»s  Angeles,  Cal.,  Sept.  19. — (Spe¬ 
cial.) — Charles  E.  Van  Loan,  short 
story  writer  and  author  of  several 
books,  left  an  estate  of  $12,749,  accord¬ 
ing  to  a  petition  for  letters  of  adminis¬ 
tration  filed  September  16.  Mr.  Van 
Loan  died  in  Philadelphia  March  2. 


Keller  with  New  Agency 
Ralph  E.  Keller,  well  known  in  adver¬ 
tising  and  automobile  circles,  has  joined 
the  staff  of  the  Buck  &  Hammesfahr  Ad¬ 
vertising  Agency  of  Chicago,  New  York 
and  -St.  Louis. 


W.  G.  BRYAN  BECOMES  PUBLISHER  Sl'vm”  U- s.  must  now  adopt 

OF  NEW  YORK  AMERICAN  world_methods 

Daily  News,  until  it  was  sold,  became  Advertising  Must  Assimilate  Differences 
Is  Succeeded  as  Head  of  Atlanta  Georgian  and  American  by  managing  editor  of  the  Atlanta  News.  in  Trade  Practice  to  Meet  Present 

Buford  Goodwin,  Recently  General  Manager  ■■  — - - -  Opportunities,  President 

of  Birmingham  News.  DArcy  Says 

The  United  States,  in  the  period  of 

ALTER  G.  BRYAN,  one  of  the  best  known  of  Southern  newspaper  transition  from  war  to  peace  must  as- 

\\/  men  and  for  the  oast  four  years  in  the  Hearst  service  as  publisher  of  similate  the  differences  in  trade  prac- 


chance  to  progress  in  advertising  and 
commerce,  William  C.  D’Arcy,  presi¬ 
dent  of  the  Associated  Advertising 
Clubs  of  the  World,  said  in  an  address 
at  the  New  Orleans  Convention. 

“Our  national  trade  problems  along 
with  international  trade  regulations 
must  be  clarified  and  the  workable 
fundamentals  determined  and  followed,” 
he  said.  “Accumulated  evidence  em¬ 
phasizes  our  task  but  equally  does  it 
prove  that  since  November  11,  1918,  we 
have  made  some  wonderful  recovery 
and  our  trade  stride  is  almost  bewilder¬ 
ing. 

“If  our  old  war  need  inspired  that 
significant  song,  ‘Keep  the  Home  Fires 
Burning,’  the  imperative  demands  of  the 
present  should  inspire  the  man-power 
to  speed  up  production  to  the  tune  of 

practically  and  later  held  the  same  position  with  the  ‘Turn  a  Wheel  and  Make  a  Dollar.' 

rection.  Georgian.  “Make  a  dollar  run  and  you  will  in- 

as  one  of  Other  newspapers  on  which  he  did  sure  results.  Make  a  man  work  and  he 

;wspaper  excellent  work  later  were  the  New  York  will  have  money — let  him  sit  idle  and 

•American,  the  New  Orleans  Item,  the  you  will  have  strikes. 

Shreveport  Times,  the  Montgomery  Ad-  “Prosperity  begets  promotion — some 
vertiser,  and  the  Birmingham  News,  of  it  crooked  promotion.  Advertising 

which  he  first  served  as  managing  edi-  has  sometimes  been  a  powerful  tool  of 

tor,  from  1910  to  1913,  and  as  general  the  crook.  Crooks  and  pirates  must  be 

manager  from  June  1,  1918,  until  the  watched  and  their  activities  checked. 


Buford  Goodwin 


NEW  PUBLISHES  OP  ATLANTA  GEORGIAN  k 
AMERICAN 
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PUBLISHERS’  PAPER  RESERVES  DROP 
FURTHER  DURING  AUGUST 

Federal  Trade  Commission’s  Report  on  Supply  During  That 
Month  Also  Indicates  Less  Paper  in  Hands 
of  Jobbers  and  Agents. 

The  monthly  tonnage  rcjx)rts  from  7.>0  of  the  most  important  newspaper 
publishing  concerns  of  the  United  States  for  the  month  of  August,  as 
compiled  by  the  Federal  Trade  Commission,  show  that  during  this 
period  publishers’  stocks  decreased  4,211  tons.  This  was  counterbalanced 
in  part  by  an  increase  of  2,812  tons  in  the  news  print  in  transit.  Sixty-five 
publishing  concerns  held  al)Out  6.1  per  cent  of  the  total  stcx:ks  at  the  end  of 
the  month. 

Of  the  total  amount  which  publishers  had  on  hand  at  the  end  of  the 
month,  16,523  tons  was  held  in  the  New  England  area  of  Connecticut,  New 
Hamj)shirc,  Maine,  Massachusetts,  Rhode  Island,  and  Vermont;  34,770 
tons  in  Delaware,  District  of  Columbia,  Maryland,  New  Jersey,  Ne\v  York, 
and  I’cnnsylvania,  and  37,749  tons  in  the  Northern  area,  including  Illinois, 
Indiana,  Michigan,  and  Ohio. 

Publisher  Pays  $5.65  F.  O.  B.  Mill  for  500  Tons 


1  here  were  also  10,281  tons  in  the 
South,  including  .Alabama,  Florida, 
Georgia,  Kentucky,  Louisiana.  Mississ¬ 
ippi,  North  Carolina,  South  Carolina, 
Tennessee,  Virginia,  and  West  Vir¬ 
ginia;  28,345  tons,  in  the  Middle  West, 
including  Arizona,  Arkansas,  Colorado, 
Idaho,  Iowa.  Kansas.  Minnesota.  Mis¬ 
souri.  Montana.  Nebraska.  Nevada, 
North  Dakota,  Oklahoma.  South  Dako¬ 
ta.  Texas.  Utah.  Wisconsin  and  Wyom¬ 
ing.  and  6.276  tons  on  the  Pacific  Coast, 
in  California.  Oregon  and  Washington. 

A  Contract  in  Prices 

The  weighted  averac?  price  of  con¬ 
tract  deliveries  from  3, cstic  mills  to 
publishers  during  A;:  ■  f.  o.  b.  mill 
in  carload  lots  for  st.'.  ,'dard  news  in 
rolls  was  S3.778  per  100  pounds.  This 
weighted  average  is  based  upon  August 
deliveries  of  more  than  60.000  tons  on 
contracts  involving  a  total  tonnage  of 
more  than  one  million  tons  of  paper 
manufactured  in  the  United  States. 
These  contracts,  most  of  which  extend 
until  December  31,  1919.  include  a  few 
long-term  contracts  made  prior  to  the 
war  at  very  low  prices. 

The  weighted  average  contract  price 
based  on  deliveries  from  Canadian  mills 
of  more  than  23,000  tons  of  standard 
roll  news  in  carload  lots  f.  o.  b.  mill  in 
-August,  was  $3,624  per  100  pounds. 
This  weighted  average  is  based  upon 
the  .August  deliveries  on  contracts  in¬ 
volving  about  180.000  tons  of  Canadian 
paper.  The  greater  number  of  these  are 
short-term  contracts  covering  the  vear 
1919 

Mill  Stocks  Decrease 

The  weighted  average  market  price 
for  August  of  standard  roll  news  in  car¬ 
load  lots  f.  o.  b.  mill  based  upon  do¬ 
mestic  purchases  totaling  more  than  4- 
500  tons  was  $4,063  per  100  pounds. 

These  old  contract  prices  make  an  in¬ 
teresting  comparison  with  the  price  of 
$5.65,  f.  o.  b..  mill  which  Editor  &•  Pub¬ 
lisher  learned  was  paid  last  week  by 
one  .American  newspaper  publisher  for 
500  tons. 

Mill  stocks  of  both  standard  news  and 
total  print  decreased  during  .August. 
In  addition  to ,  stocks  on  hand  at  the 
mills,  1,194  tons  were  reported  on  hand 
at  terminal  and  delivery  points,  on 
.August  31. 

News  print  is  the  only  grade  of  which 
the  United  States  is  a  heavy  importer. 
.All  of  this  tonnage,  the  value  of  which 
amounted  to  $3,623,210  for  July,  was 
imported  from  Canada  and  Newfound¬ 
land.  The  value  of  the  exports  of 
news  print  in  July  amounted  to  slightly 
more  than  $500,000,  a  decrease  from 
June  to  more  than  30  per  rent. 


News  print,  book  paper  and  fine  paper 
were  the  principal  grades  exported,  the 
combined  value  amounting  to  more  than 
two  million  dollars  for  July.  The  ton¬ 
nage  to  other  countries  for  July,  in¬ 
cludes  1,920  tons  to  France,  543  tons 
to  Uruguay,  123  tons  to  Canada  and  55 
tons  to  Mexico. 

Stocks  of  rolls  reported  by  jobbers 
and  agents  decreased  slightly  during 
.August  and  stocks  of  sheets  also  de¬ 
creased.  Commitments  reported  during 
the  month  to  sell  roll  sheets  were  6,458 
tons  greater  than  commitments  to  buy. 
Commitments  reported  during  the 
month  to  sell  sheet  news  were  1,652 
tons  less  than  commitments  to  buy. 

Canadians  Protest 

The  total  time  domestic  machines 
were  idle  decreased  from  3,745  hours  in 
July  to  1.768  hours  in  .August.  No  lost 
time  due  to  lack  of  labor  or  lack  of 
orders  was  reported. 

.A  special  dispatch  to  the  New  York 
Suti  states  that  some  Canadian  pub¬ 
lishers  have  protested  to  the  Controller 
that  “they  were  unable  to  get  paper  at 
all,  the  mills  claiming  that  they  were 
under  contract  to  United  States  con¬ 
sumers  for  all  their  available  output. 
The  Controller  said  that  he  would  see 
to  it  that  all  Canadian  publishers  got 
‘heir  requirements  satisfied.  The  manu¬ 
facturers,  however,  state  that  it  is  en¬ 
tirely  a  question  of  the  credit  and  stand¬ 
ing  of  the  purchaser,  and  that  nobody 
who  has  cash  or  a  good  line  of  credit 
is  Iteing  deprived  of  news  print. 

The  same  dispatch  also  states  that  “it 
is  now  quite  clear  that  the  paper  manu¬ 
facturers  are  to  get  a  revision  of  the 
excessively  low  controlled  prices  on 
news  print  between  March  1,  1917,  and 
July  1,  1918,  as  well  as  a  new  price  from 
December  1,  1918,  to  the  present  time. 

Hearing  Postponed 

In  a  half  day  sitting  last  w  eek  the  Con¬ 
troller  intimated  that  he  had  been  in¬ 
formed  by  the  Paper  Tribunal  that  their 
recent  judgment  on  the  price  for  five 
months  from  July  1,  1918,  had  not 
taken  into  consideration  any  shortage 
of  price  prior  to  that  period,  and  such 
shortage  if  existent  must  therefore  be 
made  up  by  revising  the  prices  paid  in 
the  earlier  months. 

“Controller  Pringle  implored  the 
newspaper  publishers  and  the  manufac¬ 
turers  to  get  together,  at  least  to  the 
extent  of  agreeing  to  let  the  Tribunal 
settle  the  price  without  bothering  him 
first;  but  they  were  unable  to  do  so, 
and  it  was  decided  to  adjourn  the  hear¬ 
ing  until  October. 

“The  chances  are  very  strong  that 


this  revision  will  deprive  the  publishers 
of  all  the  benefits  which  were  granted 
them  by  the  recent  reduction  of  prices 
for  the  summer  of  1918,  and  by  the  time 
that  prices  have  been  revised  for  the 
current  period  as  well  they  may  find 
themselves  owing  the  paper  mills  a  lot 
of  money.” 

Philadelphia  News  Writers 
Form  Organization 

Starts  with  Membership  of  165 — Will 

Not  Affiliate  with  A.  F. 
of  Labor 

Philai)elphi.\,  Sept.  24. — To  help 
each  other  and  also  the  newspapers  on 
which  they  are  employed,  is  the  object 
of  the  men  and  women  who  formed  the 
Philadelphia  Newspaper  Writers’  Asso¬ 
ciation  recently  in  this  city. 

Ever\-  one  of  the  seven  daily  news¬ 
papers  is  represented  in  the  organiza¬ 
tion  with  the  Evening  Public  Ledger 
having  by  far  the  largest  membership. 

-At  the  present  time  the  organization 
has  a  membership  of  165  and  its  officials 
predict  that  within  a  few  weeks  it  will 
have  nine-tenths  of  the  newspapermen 
in  the  city  on  its  membership  rolls. 

One  of  the  chief  aims  of  the  organiza¬ 
tion  is  to  help  the  working  newspaper¬ 
man  in  everj’  way  possible,  and  to  deter 
undesirable  and  unqualified  men  from 
entering  this  line  of  work. 

In  addition  to  trying  to  improve  the 
salaries  of  those  who  are  underpaid, 
the  association  proposes  to  care  for  any 
of  its  members  in  illness  or  distress  and 
provide  for  their  burial  at  death. 

Investigation  has  shown  that  up  to 
the  present  time  only  one  paper  in  Phil¬ 
adelphia  has  made  any  attempt  to  pre¬ 
vent  its  men  from  joining  the  organiza¬ 
tion.  This  newspaper  discharged  a 
woman  worker  who  had  been  selected 
as  a  member  of  the  executive  committee 
and  immediately  following  her  dismissal 
six  other  members  of  the  staff  of  the 
paper  in  question  joined  the  association. 

In  the  association’s  membership  are 
a  number  of  men  widely  known  in 
newspaper  work.  The  organization 
has  headquarters  at  the  Hotel  Adelphia. 

President  of  the  new  organization  is 
H.  P.  Leonard.  Its  secretary  is  C.  F. 
McCormick. 

There  is  no  intention  of  any  affiliation 
with  the  A.  of  L.  The  association  is 
not  a  “union.” 

McNeely  Succeeds  Davis 

Evansville,  Ind.,  Sept.  24.— John  H. 
McNeely  has  succeeded  F.  E.  Davis  as 
managing  editor  of  the  Journal-News, 
the  latter  having  left  for  Charleston, 
W.  Va.,  where  he  is  understood  to  be 
contemplating  starting  a  new  daily 
called  the  News  in  association  with 
Edward  Mayl,  also  of  the  Journal-News 
staff,  and  Luther  Feeger,  late  of  the 
Richmond  (Ind.)  Palladium. 

Carpenter  Out  of  Hospital 

Chic.vgo,  Sept.  24. — Willard  E.  Car¬ 
penter,  publisher  of  the  Lincoln  (Ill.) 
Courier-Herald  and  head  of  Carpenter 
&  Co.,  publishers’  representatives  in  this 
city,  has  just  been  released  from  St. 
Luke’s  Hospital  after  a  serious  opera¬ 
tion.  He  is  leaving  immediately  for 
Mt.  Clemens  to  recuperate. 

Newark  Shoe  Campaign 

Newark,  N.  J.,  Sept.  23. — The  New¬ 
ark  Star-Eagle  recently  printed  page 
displays  in  four  issues  carrying  the  ad¬ 
vertisements  of  local  shoe  dealers  and 
denying  responsibility  by  retailers  for 
the  present  high  prices  of  footwear. 


NEWS  PRINT  IS  SHORT 
IN  KANSAS  CITY 

Publishers  Compelled  to  Take  Emer¬ 
gency  Steps  to  Provide  for  Normal 
Increase  of  Circulation  and 
Advertising 

Kansas  City,  Mo.,  Sept.  24. — The  se¬ 
rious  shortage  of  newsprint  has  affected 
^ihe  local  papers  to  such  an  extent  that 
they  are  cutting  down  on  the  number 
of  pages  in  early  editions.  For  the  past 
several  weeks  the  Star  has  cut  its  first 
noon  edition  to  eight  pages,  and  also 
made  other  reductions. 

The  Post  also  has  cut  down  the  num¬ 
ber  of  pages  and  is  conserving  news 
print  supply  whenever  possible. 

The  Post,  Star,  Journal  and  Drover’s 
Telegram  all  report  a  serious  shortage 
in  supply  of  news  print  and  extended 
conferences  have  been  held  by  the  ex¬ 
ecutives  of  the  several  papers  to  take 
steps  to  secure  enough  print  papr  to 
keep  up  their  present  press  runs  and  to 
provide  for  the  normal  increase  of  ad¬ 
vertising,  circulation,  etc. 

Elofson  with  Greig  &  Glover 
Chicago,  Sept.  24. — O.  Khodius  Elof¬ 
son,  assistant  to  the  president  of  Will¬ 
iam  H.  Rankin  Company,  has  resigned 
to  become  general-manager  and  mem¬ 
ber  of  the  executive  staff  of  Greig  & 
Glover,  Inc.,  Chicago,  New  York  and 
Seattle.  Mr.  Elofson  was  at  one  time 
advertising  manager  of  the  Racine  Rub¬ 
ber  Company,  Racine,  Wis.,  and  also 
served  as  assistant  to  the  director  of 
publicity  of  the  Seventh  Federal  Re¬ 
serve  District  during  the  Third  Liberty 
Loan. 

Two  Editions  in  Elyria 
Elyria,  O.,  Sept.  19. — The  Chronicle- 
Telegram  is  now  issuing  two  editions 
— one  at  3  o’clock  and  one  at  4.  The 
first  is  published  in  time  to  meet  all 
cars  going  to  surrounding  *  towns  and 
country  districts  so  that  the  people  can 
get  their  paper  the  same  day  it  is 
printed.  The  second  edition  contains 
the  latest  reports  from  Chicago,  Cleve¬ 
land  and  Toledo,  as  well  as  the  local 
market  prices. 

McNeil  Is  Suggested  for  Mayor 
Bridgeport,  Conn.,  Sept.  24. — Archi¬ 
bald  McNeil,  Jr.,  formerly  one  of  the 
publishers  of  the  Post  and  Telegram 
and  Sunday  Post,  is  being  mentioned 
by  Democrats  as  a  possible  nominee  for 
mayor.  Bridgeport  elects  for  two  years 
this  Fall.  Mr.  McNeil  has  been  inter¬ 
ested  in  politics  for  a  number  of  years 
and  served  a  term  as  state  senator.  At 
present  he  is  in  the  wholesale  coal  busi¬ 
ness  in  New  York. 

Sherman  Adds  to  Staff 
Hartford,  Conn.,  Sept.  22. — Miss  Ma 
rion  Allen,  society  editor,  and  William 
Linnane,  city  hall  man  on  the  Courant, 
began  work  this  morning  for  the  Times. 
Miss  -Allen  will  be  the  leading  woman 
writer  and  Mr.  Linnane  will  stay  on  the 
city  hall  beat.  Both  worked  on  the 
Courant  under  C.  L.  Sherman  as  manag 
ing  editor,  and  have  been  called  to  the 
Times  by  Mr.  Sherman. 

A  Department  Store  “Stunt” 
Dallas,  Tex.,  Sept.  21. — Eighteen 
solid  pages,  or  more  than  35,280  lines, 
were  paid  for  by  the  A.  Harris  &  Co. 
department  store  of  Dallas,  Texas,  to 
advertise  nationally  advertised  products 
in  today’s  issue  of  the  Dallas  Sunday 
Times-Herald. 
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Editor  &  Publisher  for  September  25,  1919 

ST.  LOUIS  BELIEVES  IT  HAS  FOUND  SOLUTION 
TO  NEWS  WRITERS’  UNIONIZATION 

Association  of  Journalists  Represented  as  “Scrupulously  Safeguarding  Autonomy  of  Indi¬ 
vidual  Employe  and  Newspaper” — No  Affiliation  with  A.  F.  of  L. — 
Explanation  and  By-Laws  in  Fidl 


A  NATIONAL  Association  of  Jour¬ 
nalists,  with  a  national  convention 
on  '^ome  date  in  1920  is  one  of  the 
aims  of  the  St.  Loins  Association  of 
Journalists,  whose  plan  of  organization 
has  attracted  wide  interest  among 
readers  of  Editor-Pubusher,  since  it 
was  briefly  de.scribed  in  last  week’s 
issue. 

In  answer  to  the  many  requests  from 
every  section  of  the  country  for  more 
detailed  information,  Richard  L.  Stokes, 
music  and  dramatic  critic  of  The  St. 
Louis  Post-Dispatch  and  president  of 
the  association,  has  written  an  intro¬ 
duction  to  the  rules  and  regulations, 
which  outline  what  is  known  as  “The 
St.  Louis  Plan,’’  in  the  course  of  which 
he  says: 

Form  of  Association 

“There  can  be  little  question  that  want 
of  organization  has  been  the  bane  of 
journalism.  It  is  undoubtedly  responsi¬ 
ble,  to  name  only  one  effect,  for  the 
chronic  and  universal  underpayment  of 
newspaper  men.  But  at  last,  in  one 
form  or  another,  organization  now  ap¬ 
pears  to  stand  before  us  as  an  imminent 
and  inevitable  fact. 

“What  form  shall  that  organization 
take? 

“The  St.  Louis  Association  of  Jour¬ 
nalists  has  originated  a  system  which 
it  takes  the  liberty  of  terming  ‘The  St. 
Louis  Plan,’  and  which  is  now  in  suc¬ 
cessful  operation  in  this  city.  So  many 
inquiries  have  been  made  coticerning 
our  method  of  organization  that  we 
have  been  encouraged  to  give  it  wide 
Ituhlicity 

“Provisions  which  we  cordially  rec¬ 
ommend  are  those  forbidding  associate 
members,  restricting  the  active  'mem¬ 
berships  rigidly  to  actual  newspaper 
workers,  and  confining  the  association’s 
revenues  to  the  dues,  fees  and  assess¬ 
ments  derived  from  its  own  members. 

“The  gravamen  of  the  plan  will  be 
found  in  .Article  VII,  entitled  ‘Chap¬ 
ters.’  VVe  believe  that  we  have  here 
worked  out  a  method  which  will  recom¬ 
mend  itself  to  publishers  as  well  as 
employes,  which  scrupulously  safe¬ 
guards  the  autonomy  of  both  the  in¬ 
dividual  employe  and  the  individual 
newspaper,  and  which  still  provides,  in 
case  of  need,  a  centralized  power  cap¬ 
able  of  effective  action. 

Initiative  Preserved 
“The  .American  principle  of  initiative 
is  retained  in  the  provision  that  the  in¬ 
dividual  employe  remains  untrammeled 
in  his  right  of  personal  negotiation  and 
contract.  But  in  case  he  can  do  nothing 
through  individual  effort,  his  chapter 
stands  ready  as  an  agency  of  assistance. 
The  chapter  has  original  jurisdiction 
over  domestic  matters  between  its  mem¬ 
bers  and  the  newspaper  by  which  they 
are  employed;  but  in  case  the  chapter 
fails,  there  exists  the  association  as  a 
whole  to  which  it  may  have  recourse.” 

The  fact  that  the  majority  of  St. 
Louis’  daily  newspaper  publishers  and 
editors  have  endorsed  and  recognized 
the  .Association  serves  to  add  to  its  im¬ 
portance. 


Mr.  Stokes  made  this  further  state¬ 
ment  to  the  St.  Louis  representative  of 
the  Editor  it  I’t'ni.isnER. 

“The  ‘St.  Louis  Plan’  is  a  non-union 
method  for  the  organization  of  news¬ 
paper  men.  W'e  hold  that  the  news- 
jiaper  writer  does  not  exclusively  occu¬ 
py  the  relation  of  an  employee  to  an 
employer,  but  that  he  also  possesses 
to  a  peculiar  degree  a  function  of  duty 
and  responsibility  to  the  public,  as  a 
completely  unbiassed  and  impartial  ob¬ 
server,  recorder  and  interpreter  of 
events. 

A  Non-Union  Method 

“We  recognize  with  admiration  the 
henefits  which  union  labor  has  conferred 
upon  the  working  man.  and  repudiate 
with  disdain  the  snobbery  which  would 
regard  news  writers  and  reporters  as 
being  in  some  mysterious  manner  too 
superior  to  affiliate  with  union  labor. 
We  also  are  craftsmen,  workers  and 
laborers. 

“But  we  adhere  to  the  general  princi¬ 
ple  that  newspaper  men,  because  of  the 
singularity  of  their  function  as  public 
servants,  should  abstain,  except  as  a 
last  resort,  from  any  alliance  that  might 
under  the  remotest  contingency  ever 
become  entangling.” 

Editor  &  Pi  bi.isher  presents  the  rules 
and  regulations  of  the  St.  Louis  Asso¬ 
ciation  in  full  as  follows,  for  whatever 
use  readers  desire  to  make  of  them : 

ARTICLE  I. 

Name. 

The  name  of  this  organization  shall 
be  the  St.  Louis  .Association  of  Jour¬ 
nalists. 

ARTICLE  II. 

Purposes. 

The  purposes  of  the  St.  Louis  .As¬ 
sociation  of  Journalists  shall  be  as 
follows : 

1.  To  unite  in  occupational  fellowship 
all  the  professional  newspaper  reporters, 
writers,  editors  and  artists  of  St.  Louis. 


2.  To  encourage  sympathetic  co-op¬ 
eration  between  newspaper  publishers 
and  their  professional  employes. 

3.  To  improve  the  standards  of  jour¬ 
nalism  and  help  to  obtain  recognition 
hy  the  public  of  the  professional  stand¬ 
ing  of  newspaper  workers  on  equality 
with  other  professions. 

Encourage  Public  Confidence 

4.  To  encourage  confidence  on  the 
part  of  the  public  in  the  integrity  and 
high  ideals  of  newspapers  and  rheir  pro¬ 
fessional  workers. 

5.  To  obtain  general  recognition  of 
the  public  services  performed  by  news¬ 
papers  and  to  undertake  investigations 
of  matters  in  which  it  is  believed  pub¬ 
lic  service  can  be  performed. 

6.  To  provide  for  discussion  of  ques¬ 
tions  by  the  members  and  others,  and 
to  encourage  and  assist  members  to  im¬ 
prove  their  abilities  by  intensive  study 
of  the  particular  branches  of  the  pro¬ 
fession  in  which  they  are  most  inter¬ 
ested. 

7.  To  advise  and  work  for,  by  fair 
and  ojicn  means,  such  adjustments  of 
salaries  as  are  deemed  necessary  justly 
to  compensate  professional  newspaper 
workers  for  services  of  a  specialized 
character  rendered  by  them ;  to  enable 
ijiem  to  live  in  a  manner  commensurate 
with  their  professional  standing ;  to  en¬ 
courage  them  to  remain  in  the  profes¬ 
sion.  and  to  encourage  young  men  and 
women  of  character,  education  and  abil¬ 
ity  to  choose  the  profession. 

Aims  to  Be  Fair  and  Open 

R.  To  discourage  the  employment  in 
a  professioifa!  capacity  of  persons  whose 
character,  educational  qualifications  and 
training  are  not  sufficient  to  render 
them  a  credit  to  the  profession,  or  of 
persons  who  are  known  to  have  broken 
faith  with  the  public,  tluir  employer  or 
this  organization. 

9.  To  co-operate  with  similar  profes¬ 
sional  organizations  in  other  cities  with 
the  ultimate  object  of  a  national  asso¬ 
ciation  of  newspaper  workers. 


ARTICLE  III. 

Membership. 

Section  1.  All  reporters,  writers, 
copyreaders,  artists  and  editors  of  good 
standing  who  at  the  present  time  are 
actively  engaged  in  the  profession  of 
journalism’ as  a  daily  occupation,  in  the 
employment  of  one  or  the  other  of  the 
five  English  daily  newspapers  of  St. 
Louis,  or  who  are  editorial  employes  in 
St.  Louis  of  the  Associated  Press,  the 
United  Press  or  the  International  News 
Service,  shall  be  eligible,  with  the  ap¬ 
proval  of  the  Executive  Committee,  for 
admission  to  this  organization  as  charter 
members.  i 

Section  2.  On  and  after  Nov.  1,  1919, 
no  new  applicant  shall  be  eligible  to 
membership  in  this  organization  who 
has  not  served  continuously  during  the 
six  months  prior  to  that  date  as  a  re¬ 
porter,  writer,  copyreader,  artist  or 
editor  in  the  employment  of  one  or  the 
other  of  the  English  daily  newspapers 
of  St.  Louis,  or  as  an  editorial  employe 
of  the  .Associated  Press,  the  United 
Press  or  the  International  News  Serv¬ 
ice. 

Section  3.  No  person  who  is  not,  at 
the  time  of  his  application  for  member¬ 
ship,  actively  engaged  in  the  profession 
of  journalism  as  a  daily  occupation,  in 
the  employment  of  one  or  another  of 
the  five  English  daily  newspapers  of 
St.  Louis,  or  of  the  .Associated  Press, 
the  United  Press  or  the  International 
News  Service,  shall  he  admitted  to 
membership. 

Section  4.  There  shall  be  no  associate 
memberships. 

Membership  Qualifications. 

Section  5.  The  Executive  Committee 
shall  examine  into  the  qualifications  of 
all  candidates  for  membership,  and  re¬ 
port  its  findings  to  the  organization  for 
a  final  vote  upon  the  admission  of  each 
candidate. 

Section  6.  Among  the  permanent 
committees  of  the  .Association  shall 
be  one  on  Membership,  the  duties  of 
which  will  be  to  maintain  the  stability 
of  the  membership  and  work  towards 
the  .Association’s  aim  of  enlisting  100 
per  cent  of  the  eligible  men  and  women 
in  St.  Louis. 

Section  7.  No  person  shall  be  ad¬ 
mitted  to  this  association  who  is  known 
to  have  broken  faith  with  his  employer, 
his  fellow  employes  or  the  public,  or 
whose  character  is  reasonably  believed 
to  be  incompatible  with  the  purposes 
and  ideals  of  this  organization. 

Section  8.  Broken  faith  with  an  em¬ 
ploying  newspaper  or  with  this  .Asso¬ 
ciation  shall  be  deemed  fitting  cause  for 
an  investigation  by  this  organization 
looking  to  the  expulsion  of  the  offender 
or  offenders  from  membership. 

Section  9.  It  shall  be  the  duty  of  ev¬ 
ery  member  of  this  Association  to  em¬ 
ploy  all  proper  means  of  persuasion  to 
induce  every  eligible  person  to  become 
a  member  of  this  organization. 

ARTICLE  IV. 

Meetings. 

Two  sections  of  this  article  provide 


“Representatives  of  All  of  the  American  People” 

W.ASHlNIiTON,  Sept.  19. — .After  an  informal  reception  in  the 
Speaker’s  office  yesterday.  General  Pershing  went  to  the  House 
press  gallery,  where  he  was  received  by  the  correspondents. 

.After  being  told  by  Gus  J.  Karger,  Chairman  of  the 
Standing  Committee  of  Correspondents,  that  he  was 
in  the  hands  of  his  friends,  he  made  the  most  touch¬ 
ing  speech  of  the  day. 

“It  is  very  gratifying  to  be  in  the  hands  of  one’s 
friends  and  to  know  that  one  may  speak  out  of  the 
fullness  of  one’s  heart,”  said  the  General.  “But 
having  with  a  great  deal  of  embarrassment  and  per¬ 
turbation  just  said  a  few  words  to  the  joint  session, 
I  am  sure  you  would  not  expect  me  to  say  anything 
further. 

“I  am,  of  course,  very  much  touched  by  the  honor 
that  the  American  people,  through  their  representa¬ 
tives,  have  bestowed  upon  me,  but  I  feel  that  I  am 
only  the  instrument  through  which  they  have  ex¬ 
pressed  their  satisfaction  of  what  our  armies  have 
done,  and  in  no  way  is  it  to  be  accepted  as  per¬ 
sonal. 

"It  is  a  great  pleasure  to  meet  the  real  representatives  of  all  of  the 
American  people,  and  I  am  glad  also  to  know  that  they  are  my  friends.” 


CiEN.  John  J. 
1’ekmiinc. 
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for  the  method  of  calling  meetings  and 
are  similar  to  any  other  organization. 
They  provide  that  the  executive  com¬ 
mittee  may  call  special  meetings  on  the 
request  of  10  members  and  notices  must 
be  addressed  to  each  member  at  least 
24  hours  before  the  hour  set.  Sixteen 
members  of  the  organization  shall  con¬ 
stitute  a  quorum  at  any  regular  or 
special  meeting,  but  a  member  from 
each  of  the  five  St.  Louis  English  daily 
newspapers  must  be  present. 

ARTICLE  V. 

Officers. 

Lour  sections  of  this  article  provide 
that  the  officers  shall  be  a  president,  a 
first  vice-president,  a  second  vice-presi¬ 
dent,  a  secretary  and  a  treasurer,  and 
no  two  officers  shall  be  employes  of 
the  same  newspaper.  Should  an  officer 
cea.se  as  an  employe  of  the  newspaper 
with  which  he  was  connected  at  the 
time  of  his  election,  he  is  disqualified 
to  hold  such  office,  and  must  surrender 
office  10  days  thereafter,  unless  the  ex¬ 
ecutive  committee  prior  thereto  deter¬ 
mines  to  continue  him  in  his  office ; 
but  the  action  of  the  executive  com¬ 
mittee  will  be  subject  to  the  approval 
of  the  organization  at  its  next  regular 
meeting  or  at  a  special  meeting. 

ARTICLE  VI. 

Duties  of  Officers. 

Four  sections  of  this  article  formally 
prescribe  the  duties  of  each  officer. 

Section  1.  The  total  membership  of 
the  association  shall  be  organized  into 
five  bodies  which  shall  be  known  as 
Chapters,  and  which  shall  respectively 
be  denominated  the  Globe-Democrat 
Chapter,  the  Post-Dispatch  Chapter, 
the  Republic  Chapter,  the  Star  Chapter 
and  the  Times  Chapter.  All  members 
of  the  Association  employed  by  the 
Globe-Democrat  shall  be  members  of 
the  Globe-Democrat  Chapter;  all  mem¬ 
bers  of  the  Association  employed  by 
the  Post-Dispatch  shall  be  members  of 
the  Post-Dispatch  Chapter;  all  members 
of  the  organization  employed  by  the 
Republic  shall  be  members  of  the  Re¬ 
public  Chapter;  all  members  of  the  or 
ganization  employed  by  the  Star  shall 
be  members  of  the  Star  Chapter;  and 
all  members  of  the  .Association  em¬ 
ployed  by  the  Times  shall  be  members 
of  the  Times  Chapter.  No  person  not 
a  member  of  the  Association  shall  be 
eligible  to  membership  in  any  Chapter, 
and  no  person  shall  be  eligible  to  mem¬ 
bership  in  any  Chapter  save  the  one 
bearing  the  name  of  the  newspaper  by 
which  he  or  she  is  employed. 

Chapter  Officers 

Section  2.  Each  Chapter  shall  choose 
the  following  officers:  A  Chairman,  a 
Vice  Chairman  and  a  Secretary.  They 
shall  serve  for  terms  concurrent  with 
the  terms  of  the  officers  of  the  organiza¬ 
tion,  save  that  any  officer  of  a  Chapter 
may  be  recalled  by  a  two-thirds  vote 
of  the  total  membership  of  his  Chapter. 
Each  Chapter  shall  complete  its  organ¬ 
ization  at  once,  and  shall  report  to  the 
President,  within  five  days,  its  roster 
of  officers  and  members. 

Section  3.  No  individual  may  be  at 
one  and  the  same  time  an  officer  of 
the  organization  and  a  Chairman  or  a 
Vice  Chairman  of  a  Chapter. 

Section  4.  The  fact  of  membership  in 
a  Chapter  shall  not  constitute  any  im¬ 
pairment  of  the  individual’s  right  of 
separate  negotiation  and  contract  with 
his  or  her  employer  upon  the  matters 
of  salary,  hours,  working  conditions, 
overtime  and  the  like,  insofar  as  these 
concern  himself  or  herself  only;  with 
the  proviso  that  any  member  pledging 
himself  or  herself  to  any  collec¬ 
tive  program  adopted  by  a  two-thirds 
vote  of  the  total  membership  of  his  or 
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her  Chapter  shall  faithfully  adhere  to 
that  program  until  it  shall,  by  formal 
decision  of  the  Chapter,  have  either  suc¬ 
ceeded  or  been  postponed  or  renounced. 
Such  formal  decision  on  the  part  of  the 
Chapter  shall  automatically  absolve  the 
individual  members  from  their  pledges 
in  behalf  of  the  particular  program  con¬ 
cerned. 

Non-Member  Obligations 

Section  5.  Members  whose  convic¬ 
tions  prevent  them  from  joinmg  in 
some  particular  program  of  collective 
action  espoused  by  a  two-thirds  vote 
of  the  total  membership  of  their  Chap¬ 
ter  shall  not  Ije  bound  to  support  that 
program  against  their  judgment  or  con¬ 
science;  but  they  shall  be  obligated  to 
undertake  no  course  which  could  rea¬ 
sonably  be  construed  as  redounding  to 
the  prejudice  of  the  particular  program 
adopted  by  their  fellow  members.  From 
this  obligation  the  individual  member 
shall  not  be  released  until  his  Chapter, 
by  formal  decision,  announces  that  the 
program  in  question  has  either  succeed¬ 
ed  or  been  postponed  or  renounced. 

Section  6.  Each  Chapter  may  receive 
suggestions  and  recommendations  from 
any  of  its  own  members,  and  may,  upon 
a  two-thirds  vote  of  its  entire  member¬ 
ship,  adopt  such  suggestions  and  recom¬ 
mendations  as  a  collective  program,  to 
be  promoted  by  the  Chapter  as  an  or¬ 
ganization. 

Section  7.  It  is  recognized  that  the 
subjects  of  negotiation  specified  in  Sec¬ 
tion  4  of  this  article — namely,  salaries, 
hours,  working  conditions,  overtime  and 
the  like — are,  insofar  as  they  relate  to 
individual  newspapers  only  and  their 
respective  employes,  primarily  matters 
of .  domestic  relationship  between  the 
>cparate  Chapters  and  the  several  news¬ 
papers  by  which  their  members  are  em¬ 
ployed. 

Authority  Over  Chapters 

The  .Association  shall  have  no  au¬ 
thority  to  impose  upon  a  Chapter  any 
Itrogram  in  the  category  defined  as  do¬ 
mestic.  or  to  participate  in  such  pro¬ 
gram.  except  in.sofar  as  it  may  be  in¬ 
vited  to  assume  such  jurisdiction  by  a 
two-thirds  vote  of  the  entire  member¬ 
ship  of  the  Chapter  concerned. 

The  Association  reserves  the  right  to 
accept  or  decline  at  its  discretion  any 
such  invitation  to  assume  jurisdiction. 

Section  8.  Each  and  every  Chapter 
shall  be  at  liberty  to  seek  the  counsel, 
support  and  cooperation  of  the  Asso¬ 
ciation  in  regard  to  any  policy  which 
that  Chapter,  by  a  two-thirds  vote  of 
its  total  membership,  has  adopted  as  a 
collective  program.  Such  policy  or  pro¬ 
gram,  if  espoused  in  turn  by  a  majority 
vote  of  the  organization,  with  the  ap 
proval  of  the  Executive  Committee, 
shall  be  supported  and  forwarded  by 
the  .Association  with  every  resource  at 
its  command. 

Reports  of  Chapters 

Section  9.  The  several  Chapters  shall 
make  to  the  organization  such  reports 
upon  their  affairs  as  the  Executive 
Committee  shall  from  time  to  time  re¬ 
quire.  The  Chapters  shall  have  the 
privilege,  at  their  pleasure,  of  laying 
before  the  Executive  Committee  such 
reports  as  shall  from  time  to  time  ap¬ 
pear  to  them  of  interest  and  concern 
to  the  organization  as  a  whole,  or  to 
the  Chapter  forwarding  the  report. 

Section  10.  Should  a  Chapter,  having 
adopted  in  the  manner  hereinabove  pro¬ 
vided,  any  program  as  a  collective  pol¬ 
icy,  desire  the  approval  of  the  Asso¬ 
ciation  before  taking  action  upon  the 
said  program,  the  Chapter  shall  present 
the  program  to  the  Association,  which 
shall  thereupon  determine  by  a  vote 
whether  or  not  the  proposal  shall  ob¬ 
tain  its  sanction.  Should  a  Chapter 


proceed  to  action  upon  any  legally 
adopted  program  without  previously 
seeking  the  sanction  of  the  Associa¬ 
tion,  the  latter  may  afterwards  pledge 
its  support  to  the  said  program  should 
it  deem  the  proposal  proper  and  rea¬ 
sonable. 

Section  11.  While  the  Association  re¬ 
mits  to  the  several  Chapters  initial 
jurisdiction  in  domestic  matters  con¬ 
cerning  individual  newspapers  and  their 
respective  bodies  of  employes,  the  As¬ 
sociation  reserves  to  itself  supreme  and 
original  jurisdiction  in  all  matters  af¬ 
fecting  the  five  St.  Louis  newspapers 
collectively,  and  in  all  matters  concern¬ 
ing  the  newspaper  profession  as  a  whole 
in  this  city. 

Chapter  By-Laws. 

Section  12.  The  several  chapters  may 
adopt  by-laws  and  constitutions  for 
their  internal  government,  provided  that 
such  constitutions  and  by-laws  do  not 
conflict  with  the  constitution  and  by¬ 
laws  adopted  by  this  association. 

Section  13.  The  chairmen  of  the  five 
Chapters  shall  be  chosen  immediately 
by  vote  of  those  eligible  to  membership 
in  the  respective  chapters.  The  chair¬ 
man  of  each  Chapter  shall  be  its  execu¬ 
tive  officer,  shall  call  and  preside  at  all 
meetings  of  the  Chapter,  shall  appoint 
such  committees  as  the  chapter  may 
deem  requisite,  and  shall  be  an  ex-officio 
member  of  all  committees  within  his 
Chapter.  In  case  of  absence  or  tem¬ 
porary  disability  upon  the  part  of  the 
chairman,  his  duties  and'  powers  shall 
devolve  for  the  time  upon  the  vice 
chairman  of  the  Chapter. 

Section  14.  The  secretary  of  each 
Chapter  shall  keep  the  minutes  of  its 
meetings,  be  the  custodian  of  its  records 
and  enrollment  lists,  draft  such  reports 
to  the  Executive  Committee  of  the  or¬ 
ganization  as  it  shall  require  or  as  the 
Chapter  itself  may  wish  to  present,  and 
send  out  such  notices  and  communica¬ 
tions  as  become  necessary.  The  secre- 


CONTENDS  “SPECIALS” 
DO  NOT  PAY 

Fred  Millis  Argues  Newspaper  Space 
Should  Be  Sold  on  Face  Value 
and  Not  on  Bargain  In¬ 
ducements 


The  same  amount  of  time  and  effort 
spent  in  getting  regular  advertising 
business  for  a 
newspaper  will 
yield  better  re¬ 
turns  in  dollars 
and  cents  than 
“special  editions” 
and  “special 
page  s,”  Fred 
Millis,  assistant 
advertising  man¬ 
ager  of  the  In¬ 
dianapolis  News, 
told  the  News- 
pa  p  e  r  Depart¬ 
ment  of  the  A.  C.  Fred  Miilis. 

C.  of  W.  at  the  sec’y-treas.  A.  C. 

convention  in  C.  W.  Newspaper 
New  Orleans.  Departmental 

“If  you  are  going  to  make  your  busi¬ 
ness  steady  you  must  get  results  for  the 
advertiser.  You  can  get  him  results  if 
he  will  advertise  right,”  he  said. 

“He  must  be  placed  in  a  clean  whole¬ 
some  paper.  His  story  must  be  told  in 
a  straightforward,  readable,  interesting 
way.  He  must  not  be  sold  ads.  He 
must  be  sold  advertising.  Your  sales¬ 
men  must  be  big  enough  to  sell  hire 
this  idea.  They  must  have  enough  in¬ 
telligence  to  teach  him  how  to  adver¬ 
tise  right. 


tary  of  each  Chapter  shall  also  receive 
on  stated  days  the  assessments  due  from 
members  of  his  Chapter  to  the  treas¬ 
urer  of  the  Association,  and  shall  give 
individual  receipts  for  all  sums  thus  col¬ 
lected.  The  secretary  shall  keep  a  rec¬ 
ord,  by  date,  name  and  amount,  of  all 
moneys  thus  contributed,  and  shall  de¬ 
liver  the  record,  together  with  the 
moneys  collected,  to  the  treasurer  of 
the  Association,  taking  that  officer’s  re¬ 
ceipt  therefor. 

Section  15.  Contracts  as  to  salaries 
and  service  now  in  effect  between  in¬ 
dividual  members  of  the  Chapters  and 
their  employers  may  not  be  abrogated 
save  by  consent  of  both  parties  to  the 
contract. 

Section  16.  The  officers  and  members 
of  the  several  Chapters  shall  earnestly 
seek,  by  methods  of  persuasion  only,  to 
enroll  as  members  of  the  Association  all 
qualified  reporters,  writers,  copy  read¬ 
ers,  artists  and  editors  employed  by  the 
daily  newspapers  of  St.  Louis. 

ARTICLE  VIII. 

Committees. 

Section  1.  The  five  officers  of  the  As¬ 
sociation  and  the  five  chairmen  of  the 
Chapters  shall  compose  the  Associa¬ 
tion’s  Executive  Committee,  which  will 
thus  consist  of  -10  members,  two  from 
each  newspaper.  The  Executive  Com¬ 
mittee  shall  discharge  the  functions  in¬ 
trusted  to  it  by  the  various  articles  of 
this  instrument,  and  such  others  as  shall 
from  time  to  time  be  allotted  to  it. 

The  Executive  Committee  shall  pass 
upon  all  applications  for  membership 
and  report  on  such  applications  to  the 
.Association  before  any  applicant  is 
voted  upon  as  a  member. 

The  Executive  Committee  shall  serve 
as  the  Association’s  Grievance  Commit¬ 
tee,  before  which  individual  members 
and  the  chapters  shall  lay  any  com¬ 
plaints  or  charges  as  to  which  investi¬ 
gation  or  action  is  desired.  It  shall  in- 
(Continued  on  Page  40.) 


“Your  advertising  man  must,  there¬ 
fore,  be  a  merchandiser.  He  must  not 
only  know  your  circulation,  rates  and 
rules.  He  must  not  only  be  a  convinc¬ 
ing  talker  on  the  effectiveness  of  his 
advertising.  He  must  know  the  mer¬ 
chants’  proposition.  He  must  realize 
that  advertising  is  merchandising,  that 
real  merchandising  is  not  done  in  a  day. 

“Here’s  another  one;  Can’t  we  go 
on  record  as  a  body  that  the  most  ri¬ 
diculous  thing  in  the  world  is  the  free 
reader?  This  is  particularly  so  as  it  is 
applied  to  the  automobile  game. 

“There  is  no  more  reason  why  Bert 
Smith  and  Paul  Jones,  who  got  the 
Marmot!  agency  for  Shreveport,  La., 
should  have  a  half-column  puff  than  that 
the  Holmes  store  in  New  Orleans  should 
get  a  similar  amount  of  publicity  each 
time  they  take  on  a  new  corset  line,  or 
get  in  their  new  Fall  millinery. 

“They  have  quit  giving  suspenders 
with  trousers,  even  in  the  backwoods  of 
Florida  towns.  You  don’t  have  some 
crackers  given  you  when  you  buy  cheese 
in  a  grocery  store.  I  don’t  see  where 
you  get  a  single  defense  for  running  au- 
tcmobile  publicity. 

“There’s  automobile  news,  I  will  grant 
you,  but  the  papers  of  this  country  which 
carry  automobile  news  can  be  numbered 
on  the  fingers  of  your  two  hands. 

“It  takes  real  nerve  to  cut  out  actual 
revenue,  but  it  pays.  It  pays  in  terms 
of  reader  confidence,  which  spells  adver¬ 
tising  results,  which  in  turn  spells  in* 
creased  and  steady  volume. 

“At  the  same  time  this  is  being  done 
unsound  methods  of  space  selling  should 
be  eliminated.  Cut  out  the  free  reader. 
Stop  camouflaging  yourself  in  your  fail¬ 
ure  to  collect  short  rates.  Put  your 
business  on  the  plane  it  should  be.” 


Publication  of  Ludendorff  Memoirs  Is  Leading  Top 

American  Chamber  of  Conunerce  in  London  Warns  Lfnited  States  Traders — Otl 
By  HERBERT  C.  RIDOUT,  London  Editor,  Editor  &  Publisher 


can  be  used  to  advantage.  This  will  give  stores  in  the  country  towns  are  anywhere  ihe^'C  provincial 
Great  Britain  the  wherewithal  to  pay  for  as  prolific  in  their  advertising  as  Ameri-  that  newspaper 
her  imports  from  the  United  States  un-  can  stores.  mttside  of  Londo 

Ill  she  builds  up  her  exports  to  pay  for  London,  the  stores  of  Uarrods,  I'or  the  activitie 

them,  and  if  this  IS  not  done,  It  IS  oh-  Selfridge,  John  Barker  &  Co.,  Ltd.,  "hat  advertising 
vious  that  the  United  States  exports  to  i)^„y  &  Toms,  I'ontings,  Swan  &  Edgar,  «Iate  those  who 
Great  Britain  must  drop  off.  The  Ainer-  Gamage  and  one  or  two  others  are  the  the  necessity  for 
lean  Chamber  of  Commerce  in  London  exponents  of  a  genuine  store  ad-  methods, 

feels  that  it  cannot  emphasize  these  facts  vertising.  and  it  is  well  done.  It  is 

ana  is  circulating  them  widely.  magnitude.  like  Deb«nhams,  Ltd., 

~  Marshal  &  Snelgrove.  D.  H.  Evans  &  ^  I 'RE  barony  c 

Store  Advertising  Increases  Co..  John  Lewis,  Liberty,  and  Peter  ward  Russell 

There  are  unmistakable  signs  that  Robinson  either  sedulously  avoid  the  'he  Liverpool  Di 
the  metropolitan  newspapers  are  be-  newspapers  or  use  them  spasmodically  Ject  o  fa  resolut 
coming  more  and  more  the  media  of  a"*!  disconnectedly.  Xews*^^  ’p 

store  advertisers,  and  this  refers  alike  In  the  provinces,  great  developments 
to  the  morning  and  evening  dailies  and  are  looked  for,  as  both  Selfridge  &  Co.,  t 

the  Sunday  papers.  In  London  and  the  and  Uarrods  have  been  buying  up  old-  . 
larger  provincial  towns  the  stores  are  established  businesses  in  country  towns,  1*®  ‘ 

gradually  being  educated  to  use  the  and  the  fact  that  Selfridge’s  recent  ad-  ^  rd*R 
newspapers  in  increasing  volume,  but  we  vertising  manager  has  just  been  ap-  ^ 

have  a  long  row  to  hoe  before  British  pointed  in  a  similar  capacity  to  one  of  congra  u  a 


What  Advertising  Means  in  American  Life 

To  Cripple  its  Processes  Would  be  to  Handicap  Industrial  and  Economic 

Progress. 


Bv  Senator  .Nkthtr  Capper. 

VERTISIN(i  is  the  one  great  factor  in  modern  wealth 
production  that  enables  wealth  to  be  distributed  almost 
instantaneously ;  a  generation  or  so  ago  the  same  result 
not  have  been  accomplished  without  years  of  hand-to- 

hand  selling  and  expensive, 
salesman- 
You,  as  a  thinking 
citizen,  know  what  any  re- 
""  ,’T‘'  .  striction  upon  advertising 

would  do  to  the  wealth 
production  of  this  nation. 
Congress  itself  saw  this, 
and  wlien  means  of  war 
taxation  were  being  care- 
fully  discussed  and  every 
channel  was  being  devel- 
Vf  «  '  it  was  deliberately 

•'  ‘  decided  that  the  destructive 

economic  effects  that 
would  follow  the  taxation 
of  advertising  would  be  too 
k  great  and  too  dangerous 

^  to 

The  difference  between 
advertising  and  an  ordi¬ 
nary  economic  commodity 
is,  to  my  mind,  this:  that 
advertising  is  an  idea,  the 
germ  of  an  idea,  a  thought ; 
it  is  the  economic,  generating  germ  of  infinite  wealth- 

producing  potential ;  it  is,  in  itself,  not  wealth  production,  but 
it  means  the  production  of  wealth  by  reaching  possible  con¬ 
sumers  who  otherwise  would  have  been  deaf,  dumb  and  blind 
in  their  demands  upon  our  national  wealth  production. 

What  the  cultural,  educational  and  stimulative  reading 
pages  are  to  the  social  and  civic  factors  in  our  national  life,  just 
that  is  what  advertising  is  to  the  economic  and  wealth-produc¬ 
ing  side  of  our  nation.  Both  the  editorial  and  the  advertising 
pages  are  nothing  but  thoughts;  they  are  the  stimulations,  the 
stimulative  germs  of  an  enormous  creative  potential  in  all 
channels  of  our  civic  and  economic  life. 

To  me  it  is  unsound  policy  that  would  attempt  to  limit  or 
restrict  the  circulation  of  stimulative  thought  throughout  our 
nation  on  the  ground  of  postal  cost. 


Warns  U.  S.  Business  Men 
'^HE  deep  interest  and  eminently 
practical  co-operation  of  the  Ameri¬ 
can  Chamber  of  Commerce  in  London 
in  the  furtherance  of  closer  relationship 
between  the  United  States  and  Great 
Britain  is  strikingly  exemplified  in  the 
latest  move  of  the  chamber. 

In  a  commentary  upon  the  increase  of 
Great  Britain’s  imports  to  double  her 
exports,  the  chamber  calls  the  attention 
of  American  business  men  to  the  seri¬ 
ousness  to  them  of  that  trade  position. 
The  Trade  Information  Committee  say 
that  while  it  may  seem  all  very  well 
that  Great  Britain  should  buy  from 
America  infinitely  more  than  she  sells 
to  America,  that  is  a  “fool’s  paradise’’ 
for  any  American  to  sit  down  in  at  the 
present  time. 

The  more  Great  Britain  has  to  import 
from  the  United  States,  as  compared 
with  her  exports,  the  more  sterling  ex¬ 
change  on  New  York  is  going  to  drop, 
and  the  prohibitive  cost  of  buying 
United  States  articles  must  eventually 
force  Britain  to  turn  to  other  countries 
where  sterling  exchange  is  higher  to  get 
everything  she  can  from  them  rather 
than  from  the  United  States. 

The  only  way  out  of  this  is  for  Amer¬ 
ica  to  invest  in  British  securities  at  every 
possible  opportunity  and  to  buy  gener¬ 
ously  all  British  materials  and  goods  that 


A  Journalsitic  Conference 

'  I  'HF!  British  Institute  of  Journalists 
will  hold  their  annual  conference  at 
Birmingham  from  September  11  to  13. 
ings,  and  stern  business  will  include  a 
discussion  of  the  salary  problem.  It  is 
expected  that  a  very  large  attendance 
will  give  strength  to  the  deliberations, 
which  will  he  in  charge  of  President  F. 
Hinde. 


Senator  .\rthur  Capper 


Editor  in  Bout  Over  Politics 
Cepar  Rapids,  la.,  Sept.  19. — H.  G. 
Kruse,  postmaster  of  Vinton.  la.,  and 
editor  of  the  Cedar  Valley  Times,  and 
\\'alter  Klingman,  city  clerk  of  the  same 
town,  recently  settled  a  long  standing 
grudge  in  a  pugilistic  bout  on  the  street. 
The  men  have  been  bitter  political  ene¬ 
mies  for  years.  Kruse  is  50  and  KHng- 
man  45. 
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REPEAL  OF  ZONE  LAW 
IS  DEMANDED 


Ansoriated  Business  Papers  Places  Postal 
Interest  in  Hands  of  Joint  Publishers' 
Advisory-  Board  S.  O.  Dunn 
of  Chicafio  President 


Chicago,  Sept.  20. — At  tlu*  clusiiiR  and 
only  cxccniive  session  of  the  three-day 
annual  convention  of  the  .Associated 
Business  Papers,  Inc.,  held  at  the  Con- 
Kfss  Hotel,  today,  the  following  of¬ 
ficers  were  elected  for  the  ensuing  year : 

President,  Samuel  O,  Dunn,  the  Rail¬ 
way  .\ge.  Chicago;  vice-president,  M,  C. 
Rohhins,  (las  .Age,  New  York;  treas- 
urtr,  H,  L,  .Aldrich,  Marine  Engineering, 
N'ew  'S'ork ;  executive  secretary  (re¬ 
elected),  Jesse  H.  Xeal,  N'ew  York. 

Board  of  Directors :  .Arthur  J.  Bald¬ 
win,  Mc(iraw-Hill  Company,  New 
^"ork ;  .A.  O.  Backert,  Penion  Pnhlica- 
lions,  Cleveland;  Roger  \V.  .Allen,  .Al- 
len-.N'ngent  Company,  New  York;  R, 
Marshall,  Concrete,  Detroit ;  .A.  C.  Pear¬ 
son,  Dry  Goods  Economist,  New  A'ork ; 
and  Ered  I).  Porter,  Buildings  &  Build¬ 
ing  M.Tiiagement,  Chicago. 

Big  Attendance 

.Vhout  250  puhlishers,  editors  and  ad¬ 
vertising  rejiresentatives  were  in  con¬ 
stant  attendance  at  the  convention, 
which  was  one  of  the  most  “meaty”  and 
thoroughly  interesting  in  the  history  of 
the  organization. 

E.  R.  Shaw,  of  Power  Plant  Engineer¬ 
ing,  (  hicago.  chairman  of  the  haiiquet 
committee,  engineered  an  unusually  suc¬ 
cessful  dinner  last  evening,  Maj.-Gen. 
Leonard  Wood,  L'.  S.  .\.,  tieing  the 
speaker  of  honor. 

Stanley  Clague,  managing  director  of 
the  “.A.  B.  C..”  delivered  a  talk  yester¬ 
day  atternoon  on  what  his  organization 
has  done  and  is  doing  for  the  trade 
press. 

Robert  Tinsman,  president  of  the  Fed¬ 
eral  .Advertising  .Agency  and  chairman 
of  the  htisiness  press  committee  of  the 
.American  .Association  of  .Advertising 
.Agencies,  spoke  at  length  on  the  rela¬ 
tions  lieiween  the  business  press  and  ad¬ 
vertising  agencies,  his  talk  being  re¬ 
flected  in  the  resolutions  passed  at  the 
final  executive  session. 

R.  R.  Shuman,  president  of  the  Shu¬ 
man  .Advertising  Company,  Chicago,  de¬ 
livered  a  notable  address  on  “The  Place 
of  the  Business  Press  in  a  National 
Campaign,”  from  a  professional  agency 
man's  viewpoint. 

Postal  Regularfons 

.Arthur  J.  Baldwin,  chairman  of  the 
association's  postal  committee,  reported 
on  regarding  the  postal  situation  by  the 
recommendation  that  his  committee  be 
merged  with  the  joint  Publishers'  .Ad¬ 
visory  Board,  a  delegation  working  for 
amended  postal  legislation  and  repre¬ 
senting  every  branch  of  the  publishing 
field  save  daily  newspapers.  It  was  sug¬ 
gested  that  the  Assoeialed  Business 
Papers.  Inc.,  trust  their  mailing  future 
to  this  Imdy. 

Regarding  the  observance  of  postal 
regulations  covering  free  cojiies  to  ad¬ 
vertisers.  prolonged  discussion  evoked 
no  official  action  on  the  part  of  the  as¬ 
sociation.  The  sense  of  the  discussion, 
however,  was  that  wartime  restrictions 
had  in  general  effected  a  benelicial  re¬ 
form  and  restraint  upon  trade  paper  pub¬ 
lishers.  many  of  whom  had  theretofore 
felt  constrained  to  yield  to  the  insistence 
of  large  advertisers  that  free  eojiies  of 
their  publications  be  sent  to  all  branch 
offices,  and.  in  many  cases,  salesmen, 
also,  “for  co-operative  pttrposes." 

It  was  felt  by  some  present,  though, 
that  present  regnlatiotis  work  a  hard¬ 
ship  on  advertising  agencies  that  are 


regularly  preparing  ropy  for  accounts. 
The  present  ruling  jiermits  that  such 
agcneies  lie  sent  free  copies  of  only 
such  issues  as  actually  contain  the  copy 
they  have  prepared  for  publication. 

H  LNDEN  BL  RG’S  STORY 
NEARLY  READY 


REVIVAL  IS  LIKELY  IN 
TORONTO 


Times’  Organization  Being  Kept  Intact — 
W.  E.  Herman  Looked  Upon  as 
Possible  Savior  of  Suspended 
Newspaper 


American  Newspapers  to  Have  Version  of 
Orniany’s  Downfall  by  Chief  of 
(reneral  Staff- -.Allied  Stories 
to  Come 


In  view  of  the  criticism  of  Senators 
Chamberlain  and  Lodge  of  the  publica¬ 
tion  by  .American  newspapers  of  the 
Lndeiuiorff  story  of  the  German  mili¬ 
tary  downfall.  Editor  &  PrBi.iSHF.R  in¬ 
quired  this  week  of  P.  C.  Eastman, 
vice-president  of  the  McClure  Newspa- 
t>er  .Syndicate,  as  to  the  extent  to  which 
these  senatorial  objections  had  influ¬ 
enced  the  editors  of  the  country. 

“.Nearly  eighty  papers  arc  using  the 
story,'  said  Mr.  Eastment.  “Many 
have  expressed  in  the  warmest  terms 
their  satisfaction  with  the  feature. 

“AVc  have  just  received  a  cablegram 
from  London  accepting  our  offer  for 
von  Hitidenburg's  story  which,  we  an- 
ticifiate,  will  be  as  important  as  the 
Ludendorff  narrative.  We  expect  to 
com|)lete  soon  negotiations  for  some  of 
the  biggest  stories  from  the  .Allied  side. 

“It  is  our  contention  that  the  .Ameri¬ 
can  (leople  want  to  know  all  of  the  his¬ 
tory  of  the  war.  So  far  as  the  central 
empires  were  concerned  the  veil  was 
drawn  tintil  after  the  armistice.  Now 
the  truth  of  how  Germany  failed  is 
coming  otit  by  their  own  confessions 
of  inefficiency  and  failure  and  it  makes 
interesting  reading.  When  the  .Allied 
story  is  also  told  we  shall  have  obtained 
for  new'spai>er  readers  the  major  part 
of  the  history  of  the  war.” 


Maine  Pulilishers  to  Meet 
Oct.  9-10  in  Portland 

Don  C.  Seiti,  of  The  New  York  World, 
Will  Be  the  Principal 
Speaker 


PoRTi.sND,  Me..  Sept.  20. — Members 
of  the  Maine  Press  .Asswiation  have 
been  notified  by  President  Charles  F. 
I•'lynt,  business  manager  of  the  .Augusta 
Journal  and  Secretary  Roland  T.  Pat¬ 
ten  of  the  Skowhegan  Independent- 
Reporter,  that  the  annual  meeting  of 
the  association  will  lie  held  in  this  city 
on  October  9  and  10  in  City  Hall. 

There  will  be  a  brief  business  .session 
Thursday  forenoon  for  the  election  of 
officers.  Other  than  the  forenoon  ses¬ 
sion  of  Thursday,  all  meetings  will  be 
opened  to  the  printers  and  puhlishers 
of  Maine  and  a  general  invitation  has 
Iteen  extended  to  the  printers  and  pub¬ 
lishers  of  the  State. 

Don  C.  Seitz,  bttsiness  manager  of 
the  New  York  World,  who  learned  the 
printing  and  newspaper  trade  in  the 
Advertiser  office  at  Norway,  Me.,  will 
speak  Friday  forenoon  at  9  o’clock. 
His  subject  is  to  be  “The  Newspaiier 
and  the  Community.” 


Randall  Agency  (Jets  Accounts 
Chio.sgo,  Sept.  24. — The  local  office  of 
the  Fred  M.  Randall  Comjiany,  Detroit, 
has  been  retained  to  handle  all  the  ad¬ 
vertising  of  the  Dayton-Dowd  Company 
Dayton,  Quincy,  Ill.,  manufacturing 
tractors  and  farm  implements,  and  has 
also  secured  the  advertising  of  the  Bur¬ 
gess  Electrical  School  and  the  Radiolite 
Company,  both  of  this  city. 


Toronto.  Sept.  24. — It  seems  entirely 
likely  that  the  Toronto  Times,  which 
suspended  publication  on  September  11, 
will  he  revived.  While  the  iiroperty  is 
in  the  hands  of  a  receiver,  it  is  signifi¬ 
cant  that  the  Canadian  Press  franchise 
is  being  kept  carefully  alive  and  the 
jilant  is  not  being  disturbed. 

Even  a  large  part  of  the  organization 
is  being  kept  together.  The  paper  has 
been  hacked  for  several  years  by  poli- 
•  icians  associated  with  the  conservative 
party  and  its  sudden  suspension  is  at- 
tributid  to  certain  internal  dissetisions, 
which  cniminated  last  week.  That  mat¬ 
ter.-  will  be  patched  up  and  the  paper 
revived  at  an  early  date  is  the  general 
belief. 

Meanwhile,  rumor  here  has  it  that 
W.  !•'.  Herman,  proprietor  of  the  Sas¬ 
katoon  Star.  Regina  Post  and  the  Bor¬ 
der  Cities  Star  of  Windsor,  Ont.,  who 
ha.s  been  successful  in  putting  several 
a|iparently  dead  papers  on  their  feet,  is 
after  the  Times.  He  was  in  Toronto 
shortly  after  the  suspension  and  is  be¬ 
lieved  to  be  negotiating  for  the  prop- 
erty. 

Plain  Dealer  Assigns  Buel 
to  Washington 

“Ed”  MeKee  Made  Columbus  Corre¬ 
spondent — Latter  Is  Succeeded  by 
W.  C.  Howells 

( Bv  tei.e<;r.\pii) 

Ci.EVKL.vNii,  .Sept.  24. — Walker  S.  Buel. 
Columbus  corrcspotident  of  the  Plain 
Dealer,  has  licen  made  chief  of  the 
Washington  bureau  to  succeed  the  late 


W.  C.  Howeli-s  Walker  S.  Hcell 

Ben  F.  .Allen.  Mr.  Buel.  who  has  been 
in  Columbus  about  two  years,  is  suc¬ 
ceeded  by  “Ed''  McKee. 

W.  C.  Howells,  local  political  writer 
and  formerly  an  army  captain,  succeeds 
Mr.  Buel  in  Columbus. 


CHAN(;ES  on  AUSTIN  AMERICAN 


1).  I).  Parry  Now  Circulation  Manager - 
Editorial  Staff  .Appointments 

.AfSTiN.  Tex..  Sept.  2.1. — The  .Ameri¬ 
can  has  made  several  changes  in  its 
various  dejiartments.  Daniel  1).  Parry, 
from  the  Bridgeport  (Conn.)  Post,  has 
been  made  circulation  manager,  succeed¬ 
ing  Sylvester  Blakeslee.  His  brother, 
Paul  Parry,  will  be  his  assistant.  W.  K. 
.Meyer,  former  circulatioti  manager  of 
the  San  .Antonio  Express,  has  joined  the 
rirculatb  n  promotion  department,  also 
T.  1.  Carroll,  a  circulation  man  from 
Dallas. 

In  the  editorial  department  Richard 
B.  Bush,  late  city  editor  of  the  Waco 
Morning  News,  has  been  made  new's 


editor.  Joseph  P.  Watkins,  managing 
editor  of  the  Greensboro  (N.  C.)  Daily 
Record,  has  become  day  news  editor. 
F'lmer  Luter  is  day  city  editor.  Clay 
Grobe,  of  the  San  .Antonio  E.xpress,  be¬ 
comes  night  city  editor. 


SEC’Y  DANIELS  LONGS 
FOR  HIS  SANCTUM 


Tells  Seattle  Press  Club  That  He  Is 
Looking  Forward  to  Get  Back 
in  Old  Newspaper  Job 
Again 


.Se.vtti.e,  Wash.,  Sept.  19. — Secretary 
of  the  Navy  Josephus  Daniels  was  the 
honor  guest  of  a  “shop  chat”  with  local 
and  national  newspaper  men  at  the 
Pres.s  Club  last  week.  Nearly  a  score 
of  correspondents  on  the  Presidential 
patty  and  with  the  new  Pacific  fleet, 
reviewed  by  the  President  here,  at- 
'.eiuled  the  meeting.  Stress  of  other 
matters  caused  the  cancellation  of 
President  Wilson’s  scheduled  appear¬ 
ance. 

“.Although  I  am  still  engaged  in  my 
duty  as  managing  editor  of  the  Navy, 
1  am  looking  forward  to  the  day  when 
1  ean  sit  in  a  newspaper  office  listening 
to  the  Linotype  machines,  to  voices  cry¬ 
ing  to  (he  office  boy  ‘Copy’  and  giving 
inihlic  officers  thunder,”  said  the  Sec¬ 
retary  in  an  informal  address. 

“There  are  about  100  men  in  the 
country  today  who  printed  amateur 
journals  as  I  did  more  than  forty  years 
ago.  We  formed  a  club  and  called  our¬ 
selves  F'ossils,  and  to  this  day  we  meet 
once  a  year.  Most  of  us  drifted  out  of 
the  newspaper  profession. 

“Men  sweat  blood  in  the  newspaper 
profession  day  and  night  with  inade- 
((uate  reward.  I  once  ran  a  newspaper 
on  a  Washington  hand  press  and  I  want 
to  tell  you  that’s  some  newspapering, 
boys.” 


“I.  P.”  Mill  Drops  News  Print 
Ni.\g.vr.\  Falls.  N.  Y.,  Sept.  19.— 
V\’hen  the  F'alls  mill  of  the  Interna¬ 
tional  Paper  Company  is  started  up  late 
in  November  a  high  grade  of  w'riting 
paper  will  be  manufactured  instead  of 
news.  The  change  from  news  to  high 
grade  paper  is  being  made  as  rapidly 
as  possible.  Instead  of  hydraulic  power, 
used  before  the  mill  was  closed  by  the 
Government  early  in  1918,  the  plant 
will  be  operated  by  electric  power  taken 
direct  from  the  Niagara  F'alls  Power 
t'ompany. 


Publisher  Heads  Academy 
Russell  R.  Whitman,  publisher  of  the 
New  York  Commercial,  has  been  elected 
president  of  the  new  Roosevelt  Military 
.Academy,  named  in  honor  of  the  late 
Theodore  Roosevelt  and  what  he  stood 
for  in  .American  life.  The  school  has 
just  been  organized  to  succeed  the  Shel¬ 
don  School  for  Boys  at  West  Engle¬ 
wood.  N.  J.  Mr.  Whitman  is  a  graduate 
of  the  University  of  Kansas,  having  been 
a  classmate  of  General  Frederick  Funs- 
ton,  William  .Allen  White  and  ex-Gov- 
ernor  Herbert  S.  Hadley  of  Missouri. 


Clark  to  Edit  Own  Paper 

Boise,  Ida.,  Sept.  19. — Charles  F. 
Clark,  known  all  over  the  State  by  his 
writings  under  the  name  of  “Sarge,” 
who  has  been  editor  of  the  automobile 
and  sports  section  of  the  News  since 
December  9,  1918,  has  left  for  Buhl,  Ida., 
to  assume  the  editorship  of  the  Republi¬ 
can.  It  is  understood  that  Mr.  Clark 
has  purchased  an  interest  in  the  Re¬ 
publican. 
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COMPLETENESS  OF  NEWSPAPER  CIRCULATION 
SHOWS  IT  ONLY  MEANS  TO  REACH  NATION 


Comparison  Figures  with  White  Families  Tabulated  by  States — Cost  Per  Line  in  47  Leading 

Magazines  Is  Five  Times  as  Great  as  Combined  Rate 


of  310  Leading  Dailies 


By  Tason  Rogers 


WK  arc  told  that  figures  never  lie. 
Of  late  I  have  been  digging  in  re¬ 
garding  circulation  data  of  news¬ 
papers  and  maga^'ines  and  practically  all 
other  industrial  statistics  country-wide  in 
their  range.  In  the  Editor  &  Pubi.isuer 
August  21  I  presented  a  study  of  figures 
demonstrating  the  wastefulness  of  so- 
called  national  advertising  in  the  maga¬ 
zines  as  compared  with  newspapers. 

Much  as  I  hate  to  be  continually 
pounding  the  foolish  false  pretenses  of 
those  who  arc  trying  to  bolster  up  the 


general  mediums,  and  when  I  had  added 
it  u])  I  was  aghast  at  finding  it  larger 
than  given  by  the  table  in  the  Editor 
&  Publisher  for  April  17  showing 
total  circulation  of  47  leading  magazines 
reproduced  in  the  liflh  column. 

To  the  casual  reader  the  map  as  sent 
out  by  the  Trueshape  concern  would 
give  an  entirely  false  impression.  To 
the  dealers  handling  the  line  the  map  and 
figures  create  but  gross  misrepresenta¬ 
tion.  Of  course  some  bright  young  man 
must  have  selected  the  wrong  column 
somewhere  to  give  the  mediums  used 
about  seven  times  the  circulation  they 


In  other  words  in  effect  here  is  a 
concern  buying  space  in  four  general 
mediums  with  slightly  over  3,(K10.(XX) 
circulation,  through  inaccurate  statement 
making  it  look  as  if  they  had  bought 
21,fl00,()0(),  and  on  the  strength  of  this 
inviting  the  dealers  stocked  with,  goods 
to  buy  local  newspaper  adverlishig  to 
move  them  from  their  shehes. 


•M,T2t 
ni.i4a 
MS.OJZ 
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HOW  tl>e  Truc-Shape  dealers  had  the  circulation  of  magazines  used  bv  the  manufacturer 
risti.-tlizing  to  them,  as  compared  with  the  nuniber  of  white  families  in  the  same  state.  Top 


figures  in  each  case  give  total  cvirculation  of  Good  Housekeeping,  Literary  Digest.  Saturday 
Evening  Post  and  Vogue,  while  the  low#r  figures  in  each  case  give  number  of  white  families. 


waning  fortunes  of  the  general  mediums, 
a  reported  interview  with  President 
Blood  of  the  Trueshape  Hosiery  Com¬ 
pany  in  .Advertising  and  Selling  for 
August  9  once  again  set  me  to  figuring. 

The  map  shown  herewith  was  de¬ 
vised  to  show  dealers  handling  the  line 
how  completely  the  advertising  cam¬ 
paign  in  the  Saturday  Evening  Post,  the 
Literary  Digest,  Good  Housekeeping  and 
Vogue  with  slightly  over  3,0H0,(XX)  circu¬ 
lation,  produced  a  copy  for  everyone  of 
the  17,332,260  white  families  in  the 
country. 

Startling  Circulation  Figures 

Vhen  I  saw  the  little  map  showing 
the  number  of  while  families  in  every 
state  I  seized  it  as  a  basis  for  a  new 
consideration  of  newspaper  cover  and 
made  up  the  first  four  columns  of  the  at¬ 
tached  tabulation.  .\s  the  parallel  col¬ 
umns  grew  in  length  I  was  amazed  at 
the  totals  being  rolled  up  for  the  four 


From  a  hard-headed  business  stand¬ 
point  it  is  a  safe  bet  that  this  same  con¬ 
cern  did  not  pay  $122.90  which  it  would 
have  cost  them  to  have  used  all  of  the 
21,(K)0,000  magazine  circulation  but  prob¬ 
ably  about  $20  a  line. 

In  the  interview  at  another  point  it  is 
stated : 

“Having  worked  up  a  mystic  combina¬ 
tion  consisting  of  ideal  prospects,  ideal 
media  through  which  to  reach  them, 
ideal  dealers  to  deal  with  them,  ideal 
representations  to  keep  the  dealers  “fit,” 
and  an  ideal  product  to  give  ideal  service 
to  those  ideal  prospects,  the  main  effort 
on  the  part  of  the  house  itself  is  to  keep 
this  “mystic  circle”  going  round. 


KOTF.. — Ozi’ing  lo  Mr.  Rogers’  ab¬ 
sence  from  the  city  and  the  fact  that  he 
zvas  sending  the  material  for  his  articles 
to  Editor  &  Publisher  from  the  Maine 
zvoods,  u'here  he  zvas  spending  his  va¬ 
cation,  the  table  and  illustrations  accom¬ 
panying  this  article  zvere  printed  urong- 
ly  tzvo  zveeks  ago.  They  are  reprinted 
this  zi'eek  zvith  the  explanatory  article  by 
^Ir.  Rogers  that  is  necessary  to  drive 
home  the  complete  manner  m  zvliich 
zzezvspaper  circulation  coz'ers  the  nation. 

-editor. 


Why  Dealers  Become  Disgusted 

In  the  case  of  a  less  responsible  con¬ 
cern  doing  business  on  such  a  basis 
lit  will  be  easily  seen  why  dealers,  be¬ 
coming  disgusted  at  being  flim-flammed 
by  false  pretenses  refuse  to  stock  up  on 
the  .strength  of  a  promised  heavy  adver¬ 
tising  which  do  not  materialize,  all  of 
which  is  injurious  to  the  best  interests 
of  advertising. 

I  trust  that  President  Blood  will  take 
immediate  steps  to  correct  the  erronous 
figures.  My  only  reason  for  touching 
upon  the  incident  is  to  show  how  in¬ 
jurious  can  be  the  effect  of  such  mis¬ 
statements  swallowed  in  good  faith  by 
die  casual  reader  and  upon  the  dealer. 

In  the  absence  of  exposing  such  mis¬ 
statement  by  an  advertiser  the  sellers  of 
space  in  the  general  mediums  must  be 
filled  with  feelings  of  suppressed  joy  and 
merriment,  for  here  is  an  outsider  and 
disinterested  authority  inferentially  hand¬ 
ing  the  newspapers  a  good  blow  below 
the  belt,  rougher  than  they  themselves 
would  dare  to  pull. 

The  map  showing  the  number  of 
white  families  and  total  newspaper 
circulation  in  the  various  slates  may 
prove  interesting.  I  am  accepting  the 
Trueshape  people’s  figures  regarding  the 
families,  and  including  morning  and 
evening  totals  for  the  newspapers. 


with  a  Sunday  in  my  opinion  forms  the 
ideal  organization.  It  gives  the  news¬ 
paper  five  good  days  a  week  instead  of 
four.  In  the  larger  cities  the  earnings 
of  a  Sunday  newspaper  frequently  equal 
those  of  its  other  six  days  combined. 

In  a  previous  article  1  indicated  a 
plan  for  solving  the  Saturday  problem 
which  so  far  has  been  very  successful 
with  us  on  the  New  York  Globe.  The 
addition  of  a  Sunday  issue  has  been  a 
success  wjth  the  Minneapolis  Journal, 
the  Des  Moines  Capital  and  a  number 
of  smaller  newspapers. 

These  added  Sunday  editions  have 
been  winners  almost  from  their  first 
day  of  publication.  In  the  case  of 
established  evening  newspapers  such  as 
the  Brooklyn  Eagle,  The  Newark  News, 
The  Detroit  News,  The  Houston  Chron¬ 
icle,  The  .Atlanta  Journal,  The  New 
Orleans  Item,  The  Dallas  Herald,  The 
Seattle  Times,  The  Denver  Post,  The 
Hartford  Times  and  others  that  I  could 
name,  the  Sunday  editions  help  mate¬ 
rially  in  the  year’s  business. 

It  has  been  said  that  the  local  adver¬ 
tisers  view  our  newspapers  as  so  many 
thousand  dollars  of  their  advertising 
appropriation  and  will  spend  no  more 
with  us  if  we  have  seven  issues  a  week 
in  place  of  six,  but  this  does  not  seem 
to  work  out  in  practice  for  the  combina¬ 
tion  we  arc  considering. 


Question. — You  have  been  so  out¬ 
spoken  in  your  advocacy  of  greater 
recognition  of  the  advertising  agencies 
by  newspapers  that  I  want  to  ask  you 
a  question.  How  could  we  inaugurate 
commissions  to  agents  on  local  business 
w'ithout  disturbing  our  relations  with 
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“By  means  of  direct  personal  work- 
on  the  part  of  the  road  men,  anil 
through  consistent  educational  work  by 
mail,  the  real  value  of  the  company’s 
national  campaign  is  impressed  upon  the 
retailer,  and  everything  is  done  to  make 
it  easy  for  him  to  tie  up  with  this 
publicity.” 

♦  *  ♦  * 


LIEKE  Mr.  Rogers  visualizes  for  tlie  manufacturer  the  circulation  of  newspai)ers  by  states 
^  as  compared  to  the  number  of  white  families.  Top  figures  show  newspaper  circulation 


as  compared  to  the  numher  ot  white  tamilies.  top  ngures  s 
each  state  and  bottom  figures  the  nuniber  of  white  families. 


“In  pushing  the  local  newspaper  ad- 
verlising,  the  Trueshape  Company  also 
supplies  electros  for  advertisements  run¬ 
ning  from  2  in.,  single  column  space, 
upward.  Most  of  them  are  arranged 
so  that  the  retailer  can  utilize  a  portion 
of  the  space  in  which  to  mention  the 
other  lines  he  carries — ” 


QUESTIONS  AND  ANSWERS 
Question. — \Ve  have  an  evening  news¬ 
paper  with  a  circulation  of  7,(XX)  which 
is  doing  a  fine  business  four  days  a 
week.  Tuesday  is  a  poor  day  for  ad¬ 
vertising  and  Saturday  runs  blank  ex¬ 
cept  for  general  advertising  and  stand¬ 
ing  ads.  What  are  your  ideas  regard¬ 
ing  starting  a  Sunday  edition? 

Anszver. — A  six  day  evening  paper 


the  big  local  retailers?  We  have  al¬ 
ways  looked  upon  local  agents  as  med¬ 
dling  middle  men  and  compelled  them  to 
ask  a  fee  for  service  from  those  employ¬ 
ing  them. 

Anszeer. — I  should  jump  all  my  local 
rates  up  to  my  foreign  rate  and  grant 
commission  direct  to  all  wholesale  buy¬ 
ers  of  space,  those  using  say  30,000  lines 
and  upward  a  year.  Such  a  step  would 
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produce  a  slight  general  increase  in 
advertising  earnings  and  provide  leeway 
to  encourage  local  agents  to  develop  and 
stimulate  new  accounts. 

By  absolutely  protecting  the  agents 
on  all  of  the  smaller  accounts  you  will 
be  making  it  worth  while  for  the  right 
type  of  men  of  ability  to  enter  the  busi¬ 
ness. 

1  appreciate  that  in  many  of  the  smaller 
cities  and  towns  the  introduction  of  the 
practice  I  suggest  may  be  or  seem  im¬ 
practicable,  but  there  never  was  a  time 
when  such  a  change  could  be  made  as 
easily  as  the  present. 

Every  local  agent  working  for  news¬ 
paper  advertising  is  a  potential  force 
for  the  development  of  new  general  ad¬ 
vertising  for  all  newspapers.  Nearly 
all  big  national  accounts  started  from 
small  local  beginnings.  Unless  our 
newspapers  help  cultivate  new  business 
through  some  such  plan  we  will  give 
the  general  mediums  continued  oppor¬ 
tunity  to  get  business  which  should  first 
come  to  us. 

At  a  recent  meeting  of  advertising 
agents  I  was  amazed  to  find  that  only- 
one  c  ut  of  a  dozen  had  equipment  to 
handle  a  national  newspaper  campaign. 
When  I  asked  why  I  was  told :  “There 
is  nothing  in  it  for  us.  The  newspapers 
refuse  to  allow  us  commission  and  we 
cannot  live  on  air.”  Every  one  of  these 
agents  was  working  primarily  for  the 
magazines  and  other  media,  while  we 
in  our  ignorance  placidly  stood  by  and 
watched  the  traffic  go  into  unprofitable 
and  wasteful  channels. 

*  *  *  * 

Question. — How  would  you  meet  an 
attempted  combination  of  local  mer¬ 
chants  to  boycott  your  newspaper? 
There  are  three  newspapers  in  our  town 
with  one  of  them  taking  business  at 
absolutely  ruinous  rates.  In  order  to 
meet  present  high  costs  of  production 
we  recently  tried  to  raise  our  rates  10 
cents  an  inch  and  have  been  met  with 
a  stonewall  of  refusal. 

Answer. — I  would  go  straight  along 
trusting  for  time  and  loss  of  business 
to  bring  the  merchants  back  into  line. 
Unless  the  newspapers  of  a  city  will  get 
together  and  meet  combination  with 
combination,  we  may  expect  the  other 
fellow  to  try  to  play  one  of  us  against 
the  other. 

In  the  long  run  any  newspaper  of 
established  clientele  with  the  confidence 
of  its  readers  is  more  important  to  an 
advertiser  or  group  of  advertisers  than 
they  are  to  it. 

Newspapers  are  up  against  would-be 
unfair  competition  in  the  larger  cities 
continuously  but  in  some  way  or  other 
they  survive  the  occasional  resistance  of 
those  who  erroneously  think  they  can 
discipline  us  by  withholding  business. 

My  activities  for  many  years  in  the 
cause  of  newspaper  advertising  against 
the  general  mediums  has  resulted  in  the 
refusal  of  many  of  the  magazines  to 
u«e  our  space  in  their  campaign  for 
increased  circulation. 

The  man  or  concern  who  ignores  the 
opportunity  to  use  space  in  any  news¬ 
paper  to  secure  increased  traffic  virtually 
cuts  off  his  own  nose  to  spite  his  face. 
Newspaper  advertising  represents  busi¬ 
ness  opportunity.  Advertisers  are 
gradually  learning  that  the  problem  be¬ 
fore  them  is  not  a  matter  of  cost  per 
line  or  per  inch  half  as  much  as  how  to 
use  it  to  make  it  pay  them  a  profit. 

Unless  a  business  man  pays  the  pro¬ 
ducer  of  a  commodity  cost  plus  a  rea¬ 
sonable  profit  he  cannot  expect  sound 
service.  I  realize  that  this  is  an  ideal¬ 
ism  which  cannot  be  expected  from 
those  buying  space,  but  is  a  fundamental 
principle  which  we  must  establish  if  we 
are  to  stay  in  business. 


CIRCUL.4TION  OF  310  NEWSPAPERS  OF  COUNTRY  IS  7,003,575  GREATER 
THAN  COMBINED  MAGAZINE  CIRCULATION 


Alabama  . 

Arizona  . 

Arkansas  . 

California  . 

Colorado  . 

Connecticut  . 

Delaware  . 

District  of  Columbia. 

Florida  . 

Georgia . 

Idaho  . 

Illinois  . 

Indiana  . 

Iowa  . 

Kansas  . 

Kentucky  . 

Louisiana  . 

Maine  . 

Maryland  . 

Massachusetts  . 

Michigan  . 

Minnesota  . 

Mississippi  . 

Missouri  . 

Montana  . 

Nebraska  . 

Nevada  . 

New  Hampshire . 

New  Jersey . 

New  Mexico. . . 

New  York . 

North  Carolina . 

North  Dakota . 

Ohio  . 

Oklahoma  . 

Oregon  . 

Pennsylvania  . 

Rhode  Island . 

South  Carolina . 

South  Dakota . 

Tennessee  . 

Texas  . . 

Utah  . 

Vermont  . 

Virginia  . 

Washington  . 

West  Virginia  . 

Wisconsin  . 

Wyoming  . 

Miscellaneous  . 

Total  . 

Cost  per  line  = 


Population 

White 

Families 

2,395,270 

268,861 

272,034 

27,699 

1.792.%5 

247,581 

3,119,412 

387,205 

1,014,581 

145,903 

1,286,268 

171,142 

216,941 

34,152 

374,584 

47,062 

938,877 

222,416 

2.935,167 

314,829 

461.766 

61,954 

6,317,734 

960,978 

2.854,167 

551,253 

2,224,771 

430,157 

1.874.195 

333,147 

2,408,574 

250,040 

1.814.778 

199,128 

782,191 

182,000 

1,384,539 

212,992 

3,832.790 

1,201,128 

3,133,678 

486,605 

2,343,287 

337,937 

2,001,466 

172,605 

3,448,498 

645,786 

•  486,376 

58,764 

1.291,877 

223,206 

114,742 

12,506 

446,352 

103,472 

3,080,371 

397,268 

437,015 

62,653 

10,646,989 

2,838,064 

2,466,025 

332,216 

791,437 

91,933 

5,273.814 

901,700 

2,377,629 

312,099 

888,243 

122,686 

8,798,067 

1,339,776 

637,415 

153,808 

1,660,934 

149,579 

735,434 

102,921 

2.321.253 

376,216 

4,601,279 

658,859 

453,648 

67,375 

366,192 

67,653 

2,2.14,030 

352,929 

1,660,578 

192,865 

1.4.19.165 

244,388 

2,253,983 

401,774 

190..380 

25,156 

105,252,211 

17,482,636 

Total 

Newspaper 

*MaKazine 

Circulation 

Circulation 

232,861 

211,861 

53,080 

116,864 

130,593 

180,272 

1,294,366 

1,618,912 

274,392 

361,576 

352,051 

488,720 

41,818 

49,240 

249,934 

178,616 

136,955 

91,065 

312,690 

304,928 

51,866 

152,248 

2,220,498 

1,795,264 

837,720 

660,714 

622,627 

661,320 

333,842 

399,960 

309,878 

t44,175 

246,063 

197,623 

124,836 

139,969 

422,246 

265,560 

2,043,914 

505,306 

930,021 

916,104 

627,350 

625,400 

46,654 

143,384 

1,491,499 

714,184 

111,724 

262,987 

364,404 

326,016 

12,648 

47,328 

56,885 

74,077 

519,966 

658,032 

18,149 

89,654 

4,815,658 

1,386,127 

169,580 

252,944 

62,933 

181,752 

2,070,399 

1,506,432 

320,925 

303,328 

279,476 

313,976 

2,732,665 

1,931,360 

172,970 

78,770 

117,488 

157,944 

62,368 

177,464 

392,719 

290,048 

703,948 

817,448 

124,740 

154,248 

51.225 

107,872 

316,265 

362,488 

481,372 

655,288 

156,573 

232,200 

464,870 

210,352 

26,374 

57,712 

27,993,299 

$61.74 

21,448,116 

{Circulation 

tTotal  47 

List  310 

Magazines 

Newspapers 

143,946 

130,084 

72,105 

18,178 

118,567 

74,146 

957,657 

483,329 

219,198 

129,775 

305,103 

129,630 

39,893 

29,107 

117,498 

163,491 

126,440 

47,590 

217,498 

205,078 

95,190 

28,949 

1,276,435 

959,265 

510,695 

222,733 

537,845 

269,939 

316,465 

187,054 

181,067 

147,712 

131,970 

178,513 

147,054 

71,836 

181,061 

394,494 

815,664 

1,311,449 

737,437 

577,271 

443,652 

395,643 

94,469 

11,179 

527,780 

819,081 

166,045 

50,714 

260,835 

22.5,131 

27,108 

4.632 

95,477 

2.5,137 

576,6^1 

281,432 

51,997 

13,048 

1,787,152 

1,997,986 

147,696 

68,562 

115,902 

39,923 

1,176,436 

871,924 

234,687 

118.905 

227,022 

199,894 

1,416.629 

1,046,807 

121,946 

120,875 

111.403 

47,130 

124,260 

25,699 

178,226 

259,789 

550,674 

385,940 

84,299 

93,241 

79,697 

22,090 

233,660 

175,182 

.382,479 

270,504 

156,426 

89.107 

415,311 

210,122 

44,323 

9.211 

3,890,514 

20,971.552 

13,638,511 

$122.90 

$22.29 

•  As  quoted  erroneously  by  the  True  Shape  Shoe  people.  These  mapazines  actually  have:  Good  Housekeepinp,  454,840  line  rate 
$3.7.5,;  Literary  Digest,  909,618,  line  rate,  $5.50;  Saturday  Evening  Post,  1,906.638,  line  rate,  $10;  Vogue,  80,000,  line  rate  $1  25-' 
total,  3,.1.51,n96,  line  rate,  $20.50.  ’  ’ 

t  List  of  47  magazines  (as  shown  in  Editor  &  Publisher,  April  17,  1919),  the  line  rate  for  which  is  $122.90  per  line,  as  against 
$61.74  for  28.0<)0.000  daily  newspaper  circulation, 
t  Probably  intended  to  be  244,175. 
i  The  list  will  be  furnished  on  request. 


GAIN  23,174,173  LINES 
DURING  AUGUST 


Records  Show  Phenomenal  Increase  of 
Advertising  in  Newspapers  Over  Last 
Year — One  Out  of  89  Papers 
Lost 


Daily  newspapers  in  18  leading  cities 
of  the  United  States  printed  23,174,173 
lines  more  adevrtising  in  August  this 
year  than  in  the  same  month  last  year. 
The  1919  August  total  for  89  papers 
was  67,767,134  lines.  Only  one  paper  in 
the  entire  list  showed  a  loss,  all  the 
others  gained.  The  figures  for  cities  as 
compiled  by  the  Statistical  Bureau  of 
the  New  York  Evening  Post,  follows : 


1910 

New  York .  .  10,214,008 
Birmingham  2,168.700 
Chicago  . . .  .1.028.927 
Philadelphia  1..'I79.016 
Loa  Angelea.  1.1.1.1,.846 
Baltimore  .  .  8.901,406 

Detroit .  4.18.1,776 

Cleveland _ 4.215.000 

Washington.  .3,342,634 

Buffalo .  8,070,257 

Rt.  Louis _  8,126.480 

San  Frane’eo  3.007,284 
Mlnneapolla.  2,819.154 
Indianapolis.  2.834.103 


1918 

6..180.8.35  8,614,168  Gain 
1.846,674  817,026  Gain 

3.260,751  1,765,176  Gain 

4.874.089  1,204,927  Gain 
3,053.002  2,102.254  Gain 
2.777.084  1,123.422  Gain 
2.770.992  1,414,784  Gain 
2.706.850  1,507,060  Gain 
2.268,005  1,083,689  Gain 
1,970.388  1,098,869  Gain 
2,031.600  1,094,880  Gain 
2.092,748  914,636  Gain 

1,952,744  866,410  Gain 

1.765.579  1,068,524  Gain 


Mllwaiikoe..  2..302.0fl9  1,271,519  1,030,550  Gain 

New  Orleans  2,194. .19.1  1.. 384,471  810,124  Gain 

St.  Paul .  2.096..184  1,3.35,250  761,3.34  Gain 

Cincinnati...  2..132.000  1,631,400  901, .VK)  Gain 

Totala.... 67,767, 134  44,692,961  23,174,173  Gain 


New  Man  with  Mantemach 

Hartford,  Conn.,  Sept.  24. — Joseph 
Kiebrick,  recently  connected  with  the 
general  serivee  and  traffic  department 
of  the  International  Motor  Company, 
Inc.,  has  joined  the  Mantemach  Com¬ 
pany,  advertising  agency,  Hartford, 
Conn.,  as  assistant  to  the  business  man¬ 
ager.  P.  N.  DeMott  has  been  appointed 
production  manager.  He  is  from  New 
York,  where  for  several  years  he  was 
associated  with  the  Federal  .Advertising 
-Agency. 


CoL  Smith  Home  from  France 

Wilkes-Barre,  Pa.,  Sept.  24. — Lieut.- 
Col.  Ernest  G.  Smith,  general  manager 
of  the  Times-Leader,  has  been  dis¬ 
charged  from  the  service  and  is  back 
at  his  desk.  Col.  Smith,  who  is  a  veteran 
of  the  Spanish-American  war  and  who 
also  served  in  the  Boxer  expedition,  was 
in  France  for  about  a  year  with  the 
A.  E.  F. 


Trade  Conference  Postponed 
The  International  Trade  Conference, 
scheduled  for  September  30  at  .Atlantic 
City,  has  been  postponed  until  October 
20  because  of  lack  of  transportation  to 
bring  over  the  British,  French,  Italian 
and  Belgian  delegates.  The  War  De¬ 
partment  turned  over  the  George  Wash¬ 
ington  for  this  purpose,  but  later  it  was 
pressed  into  service  to  bring  King  .Al¬ 
bert  of  Belgium  here. 


Editor  of  “Independent”  Honored 

King  Alexander  of  Greece  has  con¬ 
ferred  upon  Hamilton  Holt,  editor  of  ths 
Independent  and  a  member  of  the  Re¬ 
lief  Committee  for  Greeks  in  .Asia 
Minor,  the  Cross  of  Officer  of  the  Royal 
Order  of  George  I. 


Thieves  Take  Kester’s  Anto 

Chica(»,  Sept.  24.— W.  T.  Kester, 
manager  of  Lord  &  Thomas,  had  his 
brand  new  7-passenger  Marmon  auto¬ 
mobile  stolen  this  week  from  in  front 
of  the  Chicago  Athletic  Association. 
No  trace  of  it  has  been  found. 
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—the  NG4 

was  equipped  with  Mosler  Spark 
Plugs- 

was  varnished  with  Cosmolac — 

was  lubricated  with  Gulf  Liberty 
Aero  Oil. 

These  facts  are  from  advertisements 
appearing  in  the  New  York  Times 
of  May  29th. 

On  the  morning  of  May  28th  news¬ 
papers  announced  the  arrival  in 
Lisbon  of  the  NC-4. 

Daily  newspapers  are  the  first  adver¬ 
tising  mediiuns  to  inform  the  public 
of  one  of  the  greatest  feats  in  history. 

The  daily  newspapers  are  the  only 
mediums  offering  to  advertisers 
that  distinctive  and  invaluable 
quality  of  timeliness. 

Timeliness! 

Invest  in  Newspaper  Advertising 

E.  Katz  Special  Advertising  Agency 

Established  1888 

Publishers’  Representatives 

New  York  Kansas  City 

Chicago  San  Francisco 


From  Pkintess’  Ink,  issue  of  June  5,  191^. 

Mr.  Publisher: 

The  above  kind  of  advertising  to  help  all  newspapers  irrespective  of 
location  or  representation  can  be  turned  to  your  advantage.  A  number 
of  publishers  are  reproducing  the  Series  in  their  own  columns. 

Do  you  want  reprints? 

E.  Katz  Special  Advertising  Agency 

Main  Office 

15  East  26th  Street,  N.  Y.  C.  Phone  Madison  Sq.  8660 
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STANDARDIZED  ADVERTISING  IS  NEED 
OF  THE  DAY,  SAYS  ROGERS 

Publisher  of  New  York  Globe  Arouses  A.  A.  C.  W.  Convention 
by  Declaring  Old  Rules  Must  Give  Way  to  New  Order 
of  Things — Uniform  Newspaper  Size  a  Necessity 


New  ORLEANS,  Sept.  23. — Pleading  for  a  greater  standard¬ 
ization  of  nCw.spaper  advertising  at  today’s  session  of  the 
A.  A.  C.  W.  convention,  Jason  Rogers,  publisher  of  the  New 
York  Globe,  was  applauded  approvingly  when  he  declared  that  hard 
set  rules  of  another  day  should  be  cast  into  the  di.scard  and  greater 
chance  given  the  advertiser  to  widen  his  appeal  along  sane  lines. 

Mr.  Rogers  said  that  even  the  successful  newspapers  should  be 
willing  to  standardize  and  modernize  their  methods  to  meet  the 
conditions  of  today. 

A  Hundred  Fold  Return  Promised 


"Necessity  for  a  Greater  Standardiza¬ 
tion  of  Newspaper  -Advertising,”  was 
the  subject  of  Mr.  Rogers’  address.  He 
said  : 

“In  speaking  on  the  subject  assigned 
me  by  your  committee,  it  is  only  fair  to 
say  in  advatice  that  if  you  will  but  heed 
my  suggestion?  and  go  forth  and  apply 
some  part  of  the  ideas  I  indicate  you 
will  cash  in  one  hundred-fold  on  your 
effort. 

"I  do  not  say  this  for  the  juirpose  of 
U.asting  or  as  a  bluff,  but  merely  to  get 
you  squarely  on  your  feet  and  at  atten¬ 
tion  before  I  briefly  present  to  you  some 
vital  facts  worked  out  by  me  after  care¬ 
ful  and  untiring  stiuly  and  checked  up 
and  approve<l  by  the  greatest  authorities 
in  the  advertising  world. 

Standardize  New  Equipment 

"Our  newspapers  must  seek  through 
standardization  of  princii)Ies  and  forms 
to  make  the  use  of  the  advertising  which 
we  sell  more  easily  imrchased  and  used 
than  at  present. 

"Variety  of  column  width  and  column 
length,  for  example,  makes  it  exceed¬ 
ingly  expensive  to  do  business  with 
several  hundred  newspapers.  We  cannot 
c(»rrect  this  overnight,  but  shofild  work 
toward  a  standard — say  lil-i  pica  ems 
and  eight  300-line  columns  to  the  page. 

“In  some  cases,  when  present  rush  of 
orders  for  new  equipment  has  passed, 
old  jiresses  may  be  changed  at  slight  ex¬ 
pense,  bitt  the  standard  should  be  kept 
in  mind  when  ordering  new  equipment. 

“The  standard  rate  card  formulated 
and  suggested  by  the  .American  .Associa¬ 
tion  of  .Advertising  Agents  should  be 
adopted  by  every  daily  newspaper,  so 
as  to  enable  the  space  buyer  to  look  for 
similar  information  at  the  same  spot 
on  all  rate  cards. 

"It  was  far  more  difficult  for  a  news¬ 
paper  like  the  New  York  Globe  to  ad¬ 
just  its  complicated  old  rate  card  to  the 
new  form  than  it  will  be  for  most  other 
newspapers,  but  we  di.I  it,  and  I  think 
we  were  the  first  metropolitan  news¬ 
paper  in  the  country  to  do  so. 

.Advertising  Rates 

"We  should  labor  with  the  American 
.Association  of  Atlveriising  .Agents  to 
produce  a  standard  advertising  order 
blank  or  contract  which  can  be  accepted 
without  reading  fine  type  or  consulting 
a  lawyer  as  to  the  meaning  of  subtle 
idirases  inserted  by  scheming  space  buy¬ 
ers. 

"I  know  that  the  agents  are  desirous 
of  this,  and  we  should  be.  Just  as  soon 
as  we  all  learn  that  advertising  is  best 
sold  as  a  commodity,  at  like  rates  for 
like  service,  to  all  comers  the  better  it 
will  lie  for  all  concerned. 

“AV’ith  these  two  great  basic  funda¬ 
mentals  of  our  business  standardized, 
and  they  are  now  well  on  the  way  to¬ 
ward  being  made  thus  effective,  we  must 
get  down  to  standards  regarding  the 


rates  for  which  our  space  shall  be  sold 
to  advertisers. 

“What  I  am  to  present  has  nothing 
whatever  to  do  with  the  matter  of  the 
basic  charge  any  newspaper  must  make 
to  cover  cost  plus  a  reasonable  profit. 
This  will  vary  greatly  in  half  a  dozen 
towns  of  the  same  size  with  newspapers, 
of  the  same  potentiality. 

“.All  of  this  must  be  conceded  by  the 
space  buyer  and  will  be,  provided  the 
publisher  is  a  sound  enough  business 
man  to  either  get  the  business  at  a  profit 
or  refuse  to  accept  it. 

“.According  to  my  light,  after  forty 
years’experience,  the  advertiser  usually 
wants  to  use  our  space  when  he  offers 
the  business  to  us  or  when  he  gets  down 
to  rate  discussion,  more  than  we  need 
his  money. 

“W'hat  1  want  to  drive  home  is  the 
necessity  for  a  radical  reform  where- 
ever  a  newspaper  has  one  rate  for  local 
advertising  and  another  for  foreign  ad¬ 
vertising,  or  leads  a  double  life,  so  to 
speak. 

“While  1  recognize  that  there  are 
many  among  you  who  will  resist  the 
suggestion  1  have  been  strongly  advo¬ 
cating  in  the  trade  papers  and  by  cir¬ 
culars  for  over  a  year,  I  must  earnestly 
ask  you  to  give  the  matter  consideration. 

“Newspaper  advertising  is  either  a 
commodity  or  it  is  not.  If  we  are  to 
get  a  sound  rate  for  our  space,  it  is 
best  that  we  standardize  the  prcKess  of 
fixing  the  rale  and  then  prevent  the 
clever  s|iace  buyer  from  beating  that 
rate. 

To  Protect  Our  Goods 

"To  (irotect  our  own  goods,  we  must 
put  local  and  foreign  rates  on  an  eijual 
basis  or  continue  to  submit  to  the  de¬ 
structive  processes  of  the  space  buyer 
who  places  his  business  through  local 
dealers,  securing  the  lowest  rate  and 
depriving  the  agent  who  created  the  com¬ 
pany  of  his  just  compensation. 

“Let  us  all  adopt  a  standard  gross 
rate  for  all  space  bought  in  blocks  un¬ 
der.  say,  20.000  lines  to  be  used  in  one 
year,  and  absolutely  protect  the  agent 
by  not  granting  commission  allowance 
direct  tinder  any  circumstances  on  con¬ 
tracts  calling  for  the  use  of  less  space. 

“We  must  adopt  some  such  standard 
form  of  accounting  such  as  I  have  sent 
to  all  newspapers  for  consideration,  in 
order  to  be  able  to  adopt  basic  rates  for 
our  space.  In  the  absence  of  such  a 
standard  the  faint-hearted  newspaper 
publisher  is  at  the  mercy  of  the  forceful 
spare  huyer. 

“There  never  was  such  a  favorable 
opiKirtunity  as  the  present  for  news¬ 
papers  to  clean  house  and  put  them¬ 
selves  on  a  .sound  business  basis.  There 
probably  will  never  again  come  a  time 
when  the  thing  can  he  done  as  easily  as 
now. 

“The  change  will  work  the  same  as  a 
slight  increase  in  a  certain  percentage 


of  local  advertising,  and  when  it  is  ac¬ 
complished  newspapers  generally  will 
be  in  a  position  to  encourage  the  activi¬ 
ties  of  local  advertising  agents  for  the 
stimulation  of  increased  volume  of  more 
useful  advertising. 

“You  may  accept  it  as  a  positive  fact 
that  the  newspapers  which  are  suffi¬ 
ciently  discerning  to  maintain  member¬ 
ship  in  the  A.  B.  C.,  which  has  standard¬ 
ized  circulation  accounting,  which  adopt 
the  standard  rate  card  and  form  of  or¬ 
der  or  contract  blank,  and  which  estab¬ 
lish  the  com.munity  rate,  will  grow  much 
faster  than  those  which  continue  doing 
business  on  old  lines. 

“I  have  with  me  a  series  of  visualiza¬ 
tions  of  national  advertising  campaigns 
in  the  daily  newspapers.  For  purposes 
of  convenience  I  have  grouped  them  in 
seven  basic  groups: 

“1 — The  great  heating  heart  eovering  the  Saat- 
ern.  Mldde,  and  Central  Staten.  In  which  are 
IcH’nted  1216  of  the  coiintry’a  2166  dally  Engliah 
language  newapapera,  with  20,622.46.3  circulation 
of  the  country’s  28,62.1,041,  which  may  he  uaed 
at  a  rate  of  $41. .37  per  line. 

■‘2 — New  York  and  Chicago  market  covering 
each  market  aeparately  and  In  comhinatlon.  Roth 
marketa  ahowlng  70  0-10  per  cent,  total  IJ.  S. 
Ileaerve  Rank  lieaourcea,  77  0-10  per  cent,  total 
IT.  S.  Income  and  Excess  Profit  Taxes,  7.3  1-10 
per  cent,  total  tT.  S.  Maniifacliired  PiHMiucta  and 
44  .3-10  per  cent.  IT.  S.  Total  Population,  with 
010  newspapers,  with  a  circulation  of  Rl., 117. 70.1, 
covering  population  of  44,740.407,  which  can  be 
nae<l  for  $.31.42  per  line. 

"3 — Major  marketa  covering  1.32  leading  cities 
throughout  the  country  of  .Kt.lSlO  population  or 
key  cities  essential  to  a  newspaper  campaign. 
Here  we  find  1.37  newapapera  with  8. .371.6.10  clr- 
cnlation  in  territory  with  .30.118.103  population, 
which  can  be  used  at  a  cost  of  $12.73  per  line, 
on  a  .1,000-llne  contract. 

"4— Primary  markets  covertiig  100  smaller 


cities  with  06  newspapers  of  1,434,615  circula¬ 
tion  serving  a  population  of  4,006,404,  which  may 
be  used  at  a  coat  of  $3.80  per  line. 

“6— Direct  route  to  the  largest  markets  cover¬ 
ing  308  dally  newspapers  all  over  the  country 
with  a  combined  dally  circulation  of  13.630,.11l, 
which  can  be  used  at  a  cost  of  $22.24  per  tine. 

“6 — Great  basic  markets  covering  the  21  big 
cities  with  42  newspaiiers  having  a  circulation 
of  6,058,628  a  day  and  serving  a  population  of 
18,187,902,  which  can  he  used  at  a  coat  of  $7.M 
a  line. 

"7 — Newspaper  Advertising  vs.  Magazine  Ad¬ 
vertising.  Visualization  and  statistical  records 
state  by  state  throughout  the  entire  country 
showing  total  circulations  of  all  dally  news¬ 
papers  and  of  47  magazines.  TTiese  newspnpers 
with  circulations  totaling  27,093,209  can  lie  uaed 
for  $67.60  per  tine  on  5,000  line  contracts,  while 
the  magazine  with  a  total  circulation  of 
20,071. .112  would  cost  $122.90  per  line. 

Presented  in  Editor  &  Pnblisher 

“In  order  to  secure  these  figures  and 
others  which  I  have  presented  in 
Editor  &•  Piblisher,  I  have  had  to 
spend  many  long  hours  picking  figures 
from  cumbersome  data  and  adding  up 
many  columns  of  figures  running  ten 
and  twelve  figures  wide. 

“In  making  the  results  of  these  inves¬ 
tigations  open  to  all  advertisers  and 
space  buyers  through  the  trade  papers.  I 
have  been  seeking  to  standardize  our 
product,  newspaper  advertising,  to  show 
to  those  not  inclined  to  dig  how  it  can 
be  used  economically  and  efficiently. 

“Letters  from  agents  and  advertisers 
receiving  copies  of  some  of  these  list.s— 
and  I  have  .sent  out  upward  of  2..S00  to 
advertisers  and  space  buyers  throughout 
the  country — indicate  a  wide  and  intense 
interest  in  them  and  an  assurance  that 
they  will  be  used  as  basic  datum  for 
several  heavy  campaigns.’’ 


Youngstown,  Ohio 

THE  BILLION  DOLLAR  CITY 


tube  IPinbicator 

DAILY  AND  SUNDAY 

Ouiiif!;  tt>  iiKTeased  rost  of  production,  the  display 
advertising  rate  will  he 

6c  Per  Line  Flat  Rate 

In  effect  November  1,  1919  ' 

All  contracts  made  before  that  date  will  be  at  the 
tdd  rate  np  to  November  Ist.  No  contract  made 
for  more  than  twelve  months  from  date  of  first 
insertion,  which  must. he  within  thirty  days  from 
tlate  of  contract. 


MEMBERS  OF  A.  B.  C. 

ARE  YOU  USING 
OUR  SERVICE  DEPARTMENT? 


trbe  IDinbicator 

YOrN(;STOWN,  OHIO 

Foreign  RepresenlaliveR 

La  COSTE  &  MAXWELL 


New  York, 
Monolith  Building 


Chicago, 

Marquette  Building 


THE  FIRST  BIG  SPY  STORY  OF  THE  GREAT  WAR 

HOW  GERMANY  AND  MEXICO  PLANNED  TO  INVADE 
THE  UNITED  STATES  IN  1918 

TOLD  BY  THE  MAN  WHO  FOILED  THE  PLOT 

ON  SECRET  SERVICE 

IN  MEXICO 


DR.  PAUL  BERNARDO  ALTENDORF 

Lnto  A- 1"  in  the  Military  Intellinerwe  Dept.,  U.  S.  A. 

Dr.  Altendorf  has  a  marvelous  tale  to  tell.  It  is  the  most  thrilling  story  of 
the  secret  service  during  the  war.  Dealing  as  it  does  with  intrigue  against  the  United 
States  on  our  southern  border,  it  comes  nearer  home  to  us  than  any  other  possible  story 
of  European  operations. 

We  think  of  spies  and  international  plotting  in  terms  of  Eurojie.  But  Dr.  Altendorf 
lays  hare  the  full  details  of  a  series  of  gigantic  plots  against  the  United  States — hatched 
and  carried  out  with  true  Prussian  efficiency  ami  extravagance  right  on*  our  border, 

WITH  THE  PRESIDENT  OF  MEXICO  HAND  IN  GLOVE  W  ITH  THE  GERMAN 
AGENTS. 

Not  only  did  Dr.  Altendorf  frustrate  the  proposeil  invasion  of  Texas  in  the  summer 
of  1918  by  a  German-Mexican  army  of  45,000  men,  hut  he  lured  to  arrest  a  Hun  spy, 
author  of  the  Black  Tom  explosion;  placed  in  the  hands  of  our  Government  the 
Imperial  German  code;  warned  us  of  the  submarine  raid  on  the  Atlantic  coast  in 
1918;  caused  the  capture  of  the  German  who  plotted  the  assassination  of  former 
Ambassador  Gerard;  nipped  a  host  of  conspiracies  in  the  hud;  and  frustrated  the 
whole  system  of  Teuton  scheming  below  the  Rio  Grande. 

This  story,  starting  with  Dr.  Altendorf’s  determination  to  assist  the  United  States 
against  the  (yermans,  tells  of  experiences  which  for  adventure,  suspense  and  interest  are 
more  thrilling  and  fascinating  than  any  ta’e  of  fiction. 

DR.  ALTENDORF'S  NARRATIVE  IS  OF  VITAL  MOMENT  AT  THE  PRESENT 
TIME.  BECAUSE  IT  SHOWS  WHAT  WE  MAY  EXPECT  FROM  CARRANZA  AND 
THE  MEXICAN  GOVERNMENT  IN  THE  FI  TURE.  COUPLED  WITH  THE 
FACT  THAT  IT  IS  TRVE  -\T  IS  HARD  TO  CONCEIVE  OF  A  MORE  TIMELY 
OH  MORE  ABSORBING  FEATURE. 

# 

For  Release  in  Thirty  Daily  liistaliiieiits  of  About  2500  Words  Each, 

Beginning  Sunday,  October  10th. 

Only  One  Paper  in  Each  Territory  (]au  Obtain  Phis  News  Feature  Beat 

WIRE  FOR  OPTION  AND  TERMS 


The  McClure  Newspajter  Syndicate, 


.373  Fourth  Ave.,  New  York 


CREEL  BUREAU  USED  idle,  and  through  the  close  and  gen- 

•  ^  CFOus  co-opefation  of  the  Navy  we 

worked  out  a  news  machinery  that  soon 
commenced  to  pour  a  steady  stream  ot 
American  information  into  international 
channels  of  communication.  Opening 
an  office  in  every  capital  of  the  world 
outside  the  Central  Powers,  a  daily  serv¬ 
ice  went  out  from  Tuckerton  to  the 
Eiffel  Tower  for  use  in  France  and 
then  for  relay  to  our  offices  in  Berne, 
Rome,  Madrid,  and  Lisbon. 

^  L."°TT  •  j  “From  Tuckerton  the  service  flashed 
^  to  England,  and  from  England  there 

chiefly  due  relayed  to  Holland,  the  Scandi- 

Tican  adver-  ^^vian  countries,  and  Russia.  We  went 
the  generous  Mexico  by  cable  and  land  wires ; 

tion  of  the  Darien  we  sent  a  service  in  Span- 

eorge  Lreel,  Central  and  South  American 

mmittee,  told  countries  for  distribution  by  our  repre- 
of  the  A.  A.  sentatives;  the  Orient  was  served  by 
.  .  leaps  from  New  York  to  San  Diego,  to 

:rtising  men  Cjyjtg  jq  Shanghai.  From  Shanghai 
E,  he  said,  ^ews  went  to  Tokio  and  Pekin,  and 
status  was  from  Pekin  on  to  Vladivostok  for  Si- 
ae  of  govern-  jj^ria.  Australia,  India,  Egypt  and  the 
tal  force  in  Balkans  were  also  reached, 
ecognized  as 

standing  in-  Spreading  the  Truth 

sponsibilities,  “For  the  first  time  in  history,  the 

_  speeches  of  a  national  executive  were 

.  given  pniversal  circulation.  The  official 

^  addresses  of  President  Wilson,  setting 

forth  the  position  of  America,  were  put 
on  the  wireless  always  at  the  very  mo- 
ment  of  their  delivery,  and  within 
twenty-four  hours  were  in  every  lan- 
guage  in  every  country  in  the  world. 
Carried  in  the  newspapers  initially,  they 
were  also  printed  by  the  Committee’s 
BV  agents  on  native  presses  and  circulated 

by  the  millions.  The  swift  rush  of  our 
war  progress,  the  tremendous  resources 
W  of  the  United  States,  the  acts  of  Con- 

'  gress,  our  official  deeds  and  utterances, 

the  laws  that  showed  our  devotion  to 
L  justice,  instances  of  our  enthusiasm  and 

^  unity— all  were  put  on  the  wireless  for 
the  information  of  the  world,  Teheran 
and  Tokio  getting  them  as  completely 
as  Paris  or  Rome  or  London  or  Madrid. 

“Through  the  press  cf  Switzerland, 
Denmark  and  Holland  we  filtered 
through  an  enormous  amount  of  truth 
to  the  German  people,  and  from  our 
headquarters  in  Paris  went  out  a  direct 
attack  upon  Hun  censorship.  Mortar 
these  will  be  guns,  loaded  with  ‘paper  bullets,’  and 
aeroplanes,  carrying  pamphlet  matter, 
that  the  ad-  bombarded  the  German  front,  while  bal- 
as  an  un-  loons,  with  a  cruising  radius  of  five 
ay  it  is  the  hundred  miles,  reached  far  into  the  Cen- 


Committee  on  Public  Information  Prof¬ 
iled  Largely  by  Agency  Inspiration  in 
Combating  German  Propaganda, 
Former  Chairman  Declares 


A  Brand-New  Business-Getting 
Advertising  Cut  Service 
For  Your  Paper 

Send  the  coupon  today  for  the  proof  sheets  of  the  Special 
Fall  Edition  of  The  Malcolm  Strauss  Service. 

Nothing  like  it  has  ever  appeared  before.  It  stands  alone 
— unique — hoth  in  artistic  quality  and  scope. 

The  Malcolm  Strauss  Service  pays  for  itself  over  and 
over  in  the  increased  advertising  you  will  get  through  it  and 
the  prestige  it  will  give  your  paper.  It’s  a  big  space  seUer — 
a  big  business-getter.  It  creates  sales  for  your  old  advertis¬ 
ers,  supplies  ideas  and  feature  departments  that  make  new 
advertisers  and  it  builds  success  for  you. 


THE 

MALCOLM  STRAUSS  SERVICE 
For  Newspapers 


This  Service  furnishes  you  each  month  with  hundreds  of 
attractive  and  distinctive  illustrations  (in  mat  or  stereo  form) 
for  every  kind  of  advertising — together  with  clever  copy 
and  sales  suggestions.  Every  line  of  merchandise  is  featured 
in  this  Service.  Borders,  headings,  decorations,  illustrations 
I  are  also  supplied  with  the  Service. 

You  will  readily  appreciate  the 
value  The  Malcolm  Strauss  Service 
will  be  to  your  advertising  Depart¬ 
ment  as  a  means  of  getting  business 
that  will  fill  your  advertising 


Co-operation: 

We  shall  be  glad  to  add  to 
the  Service,  whenever  possi¬ 
ble,  any  illustration  that 
you  need  to  cover  your  par¬ 
ticular  requirements. 

Organization : 

The  Malcolm  Strauss  Or¬ 
ganization,  consisting  of  the 
foremost  advertising  artists, 
under  the  direction  of 
trained  merchandising  minds, 
places  at  your  disposal  the 
best  advertising  illustrations 
obtainable,  together  with 
copy  suggestions  and  plans 
for  advertising  campaigns 
that  will  mean  thousands  of 
dollars  revenue  for  you. 

Authoritative  fashions  from 
the  leading  New  York 
manufacturers  are  a  regular 
feature  of  The  Malcolm 
Strauss  Service. 


Name 


Address 
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411  MORNING  NEWSPAPERS  SELL  "ADVERTISING 
AT  JOINT  RATE  OF  $22.61  A  LINE 

Analysis  of  Morning  Papers  of  U.  S.  Shows  Total  Circulation  of  9,798,909  and  Average 
Agate  Line  Advertising  Rate  of  .0023071  Per  Thousand  of  Circulation — Tab¬ 
ulation  for  Space-Buyers  in  This  Issue  Reveals  Interesting  Facts 


Editor  &  PURLISHER  presents 
in  this  issue  a  two-page  tabulation 
analyzing  the  circulations  and  ad¬ 
vertising  rates  of  411  morning  news¬ 
papers  of  the  United  States. 

For  the  convenience  of  space-buyers 
the  states  of  the  union  are  divided  into 
eight  major  market  groups  and  the 
newspapers  divided  into  seven  classifica¬ 
tions,  based  on  circulation. 

The  first  group  of  the  morning  news- 
pajters  comprises  all  those  having  cir¬ 
culations  blow  5,000  and  the  seventh  and 
last  group  covers  those  having  more 
than  JOD.OOO  circulation.  In  the  first 
classification  there  are  151  newspapers, 
with  an  average  circulation  of  2.679 
copies,  and  a  total  for  the  group  of  4(>4,- 
4**4.  The  joint  rate  for  this  group  is 
$2.55  per  agate  line  and  the  average  rate 
per  thousand  of  circulation  .0063121  per 
agate  line.  In  the  seventh  classification 
there  are  but  five  newspapers,  averaging 
.3H4,191  copies  and  totaling  1.920  954. 
The  joint  rate  for  this  group  is  $234 
per  agate  line,  and  the  average  rate  per 
line  t»er  thousand  of  circulation  is 
.0012181. 

Factors  Influencing  Ad  Rates 
The  variance  in  rate  l>etweeu  the 
newspapers  of  these  two  groups  is  due, 
of  course,  to  well  known  factors  oper¬ 
ating  to  determine  the  .selling  price  of 
newspaper  space.  In  a  certain  sense  one 
group  of  necessity  retails  circulatifm  and 
the  other  wholesales  it.  That  is  to  say, 
151  morning  newspapers  sell  an  aver¬ 
age  of  2.679  copies  each  and  5  morning 
newspapers  sell  an  average  of  .384,191 
copies  each.  One  hundred  and  fifty- 
one  separate  organizations,  each  carry¬ 
ing  basic  and  general  overhead  expense, 
sell  a  total  of  404.494  circulation ;  while 
five  separate  organizati<»ns  sell  a  total 
of  1.920.9.54  circulation.  Considering 
the  necessary  duplication  of  basic  over¬ 
head  costs  in  the  case  of  group  one  it 
is  surprising  that  they  ran  sell  adver¬ 
tising  space  at  an  average  of  .0063121 
per  agate  line  per  thousand  of  circula¬ 
tion — while,  of  course,  the  rate  of 
.0012181  per  agate  line  per  thousand  of 
circulation,  which  is  the  average  cost 
for  group  seven  is  so  small  that  it  rep¬ 
resents  an  economic  marvel. 

-Advertisers  realize  that  either  rate, 
for  the  nature  of  the  service  rendered, 
is  extremely  low.  There  is  no  tendency 
among  sophisticated  space-buyers  to  de¬ 
bate  the  comparative  value  of  the  two 
groups  of  papers,  for  both  offer  abso¬ 
lutely  essential  .service  to  advertisers 
seeking  to  cover  the  markets  involved. 

Small  Dailies  Cannot  Be  Ignored 

The  metropolitan  morning  itapers, 
represented  in  the  seventh  and  immedi¬ 
ately  preceding  groups,  cover  intensively 
local  fields  having  great  populations.  In 
this  essential  they  give  to  advertisers 
the  same  service  in  big  cities  which  the 
smaller  dailies  give  in  their  smaller 
cities  and  trading  territories.  The 
“overlap”  circulations  of  the  metropoli¬ 
tan  morning  newspapers — their  distribu¬ 
tion  in  smaller  cities  comprised  in  their 
territory — supplements  in  a  valuable 
way,  while  it  does  not  serve  as  a  satis¬ 


factory  substitute  for  the  close  local 
appeal  of  the  home  dailies. 

The  considerations  which  render  the 
local  daily  newspaper  an  essential  fac¬ 
tor  in  the  life  of  its  community  serve 
to  make  its  advertising  space  an  essen¬ 
tial  factor  in  any  campaign  of  localized 
national  advertising.  The  small  daily 
mirroring  the  life  of  the  territory  which 
it  serves,  is  able  to  afford  to  an  adver¬ 
tiser  that  direct  appeal  which  counts  so 
greatly  in  favor  of  the  newspaper  as 
against  the  magazine  of  general  circu¬ 
lation.  Such  newspapers  are  a  part  of 
the  routine  of  life  in  their  cities.  They 
deal  with  near-at-hand  concerns  and 
people  and  affairs.  Through  space  in 
their  columns  the  national  advertiser 
may  not  only  create  a  demand  for  his 
product  but  he  may  direct  prospective 
customers  to  local  stores  where  such 
product  is  on  sale.  He  may  bring  his 
distribution  close-up  to  the  people. 

Thus  the  service  of  the  smaller  dailies 
is  a  necessary  factor  in  any  well  con¬ 
sidered  selling  campaign. 

Throughout  the  seven  circulation 
groups  it  will  be  seen  that  the  line  rate 
per  thousand  of  circulation  follows  a 
h>gical  descending  scale  as  the  unit  cir¬ 
culations  grow  in  volume. 

Varying  Rates  for  Different  Sections 

Considering  rates  as  applying  to 
major  market  groups  of  states  we  find 
some  natural  variance  between  sections. 
In  the  Western  group  of  states  we  note, 
in  the  case  of  morning  newspapers  of 
less  than  5,000  circulation,  an  average 
rate  per  agate  line  per  thousand  of  cir- 
ctilation  of  .0070797,  while  the  news¬ 
papers  of  this  class  in  the  Middle  .At¬ 
lantic  states  have  an  average  rate  of 
.0040655  per  agate  line  per  thousand  of 
circulation.  To  account  for  this  differ¬ 
ence  in  rate  it  must  be  considered  that 
in  the  Western  market  group  there  are 
.58  morning  newspapers  in  this  classifica- 
*if  n.  while  in  the  Middle  .Atlantic  mar¬ 
ket  group  there  are  hut  sixteen.  The 
average  circulation  for  the  Western 
market  grtnip  is  2.446  copies  for  each 
I)aper;  for  the  Middle  .Atlantic  group  it 
is  .3,075  copies  for  each  paper.  Publica¬ 
tion  costs  will  average  s«)mewhat  higher 
in  the  Western  market  group  than  in  the 
Middle  .Atlantic  section. 

Stale  Comparisons  Instructive 

Space-buyers  may.  through  reference 
to  this  tabulation,  visualize  comparative 
costs  of  advertising  campaigns  in  the 
morning  newspapers  of  different  states 
as  well  as  in  different  groupings  of 
states.  For  example,  Kentucky  has  4 
morning  newspapers  of  less  than  5,00) 
circulation,  with  a  total  circulation  of 
10..521  copies,  the  agate  line  rate  per 
thousand  of  circulation  being  .00465056. 
Kansas  has  3  morning  newspapers  of  less 
than  5,000  circulation,  the  total  being 
10,460  ct)pies,  with  an  average  rate  per 
line  per  thousand  of  circulation  of 
.0043704.  Here  the  shade  of  difference 
in  rate  favors  the  Kansas  group.  .And 
again  the  factor  of  the  number  of  papers 
involved  enters,  for  Kentucky  has  4  and 
Kan.sas  3  of  this  class. 

In  sum,  411  morning  newspapers. 


with  a  total  circulation  of  9,798,909, 
have  a  joint  advertising  rate  of  $22.61 
per  agate  line. 

The  average  rate  per  line  per  thous¬ 
and  of  circulation  for  these  411  morn¬ 
ing  newspapers  is  .0023071. 


ANALYSIS  OF  MORNIJVG  NEWS¬ 
PAPERS  FOR  SPACE  BUYERS 
WILL  BE  FOUND  ON  PAGES  24 
AND  2.5,  THIS  ISSUE 


Editor-Judge  Hales  Rivals  to  Court 
Miami,  Fla.,  Sept.  23. — Three  mem- 
l)ers  of  the  editorial  staff  of  the  Met¬ 
ropolis  have  been  haled  into  court  on  a 
charge  of  contempt  of  court  by  order  of 
Judge  Stoneman,  who  is  editor  of  the 
opposition  paper,  the  Herald.  An  article 
in  the  Metropolis,  which  resulted  in  the 
proceedings,  was  a  criticism  of  the  court. 


Hoosier  Publishers  to  Build 
Indianapolis,  Sept.  24. —  The  En¬ 
quirer  Printing  and  Publishing  Com¬ 
pany  plans  the  erection  of  an  addition 
to  its  plant  in  Ohio  street,  just  east  of 
.Alabama  street.  It  is  intended  to  raise 
the  building  from  two  to  three  stories 
and  make  the  new  addition  three  stories 
high.  The  company  does  general  print¬ 
ing  and  publishes  the  National  Enquirer 
and  Daily  Commercial. 


Maine  Daily  Editors  to  Meet 
Portland,  Me..  Sept.  24. — The  quar¬ 
terly  meeting  of  the  Maine  Daily  News¬ 
paper  Publishers  has  been  called  by 
President  F'rank  B.  Nichols,  of  the  Bath 
Times,  in  Portland  on  Wednesday  even¬ 
ing,  October  8.  The  sessions  usually  are 
held  in  the  daytime,  but  as  the  annual 
meeting  of  the  Maine  Press  Association 
is  to  be  held  on  October  9  and  10. 


A  circulation  is  no  larger  than 
its  value  is  to  you 

Quality  Circulation 

for 

Quality  Advertisers 

Quality  advertisers  must  necessarily  reach  people  who  are 
capable  of  appreciating  the  commodity  offered  and  who  are 
financially  ahle  to  purchase  after  the  desire  to  buy  is 
created. 

I 

Th  is  particularly  applies  to  Financial  and  to  Automobile 
advertising. 

During  the  month  of  August,  The  Chicago  Evening  Post 
led  the  Chicago  evening  field  in  Financial  and  Automobile 
advertising.  The  figures  follow  (agate  lines): 


FINANCIAL 

POST  . .56,491 

News  . 50,927 

Journal  . 30,707 

.American  . 19,485 


AUTOMOBILE 

POST  . 49,571 

News . 48,202 

Journal . 24,625 

.American  . 11,705 


The  Chicago  Evening  Post  claims  no  largest  circulation;  it  does  claim 
the  largest  circuLtion  from  a  standpoint  of  buying  ability  in  the  city 
of  Chicago. 

.Advertisers  who  have  quality  goods  to  sell  in  the  Chicago  territory 
always  use  first 

The  Chicago  Evening  Post 

Eastern  Representative — 

Keliy-Smilh  Co.,  Marbridge  Building,  New  York 
Western  Representative — 

John  Glass,  Peoples  Gas  Building,  Chicago 

THE  SHAFFER  GROUP 

Chicago  Evening  Post  Louisville  Herald 

Indianapolis  Star  Muncie  Star  Terre  Haute  Star 

Denver  Times  Rocky  Mountain  News 
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This  Service  Is  for  Immediate  Release 

WIRE  YOUR  ORDER 

THE  WHEELER  SYNDICATE,  INC.,  373  Fourth  Ave.,  New  York  City 


THE  NEW  YORK  EVENING 
TELEGRAM 

BEGINNING 

NEXT  MONDAY,  SEPT.  22d 

Her  articles  will  appear  every  Monday,  Wednesday,  Friday  and 
Sunday  in  these  columns  on  this  page. 


This  Service  by  Helen  Rowland  Will  Consist  of  Three  500-word 
Epigrammatic  Articles  Under  the  Titles 

“MRS.  SOLOMON  SAYS” 


“BACHELOR  GIRL  REFLECTIONS” 

FOR  MONDAY,  WEDNESDAY  AND  FRIDAY  RELEASE 

and 

A  1,500-word  Week-end  Satirical  Feature, 

‘THROUGH  THE  WIDOW’S  LORGNETTE’ 


HELEN  ROWLAND, 


The  most  noted  woman  satirist  in  the  United  States,  often  called 
“the  female  Bernard  Shaw,”  and  author  of  thousands  of  epi¬ 
grams  on  the  fads,  foible^  and  frailties  of  men  and  mankiu)^, 
will  write  exclusively  for 


HELEN  ROWLAND 


What  the  New  York  Evening  Telegram  Thinks  of 
Helen  Rowland 


The  most  noted  woman  satirist  in 

America,  has  joined  the  staff  of  stars  of  the 

Wheeler  Syndicate,  Inc. 

and  will  write  four  satirical  and  epigrammatic  mono¬ 
logues  and  dialogues  each  week  for  newspapers. 


Helen  Rowland  is  the  best-known  woman  satirist  on  men  today. 

She  has  been  called  “the  female  Bernard  Shaw”  and  is  the  author 
of  more  epigrams  than  anyone  siqce  de  Rochefoucauld,  having  writ¬ 
ten  between  15,000  and  20,000  epigrams  during  her  newspaper  career. 

These.have  been  widely  quoted,  published  in  book  form  and  are 
now  appearing  on  the  screen. 

Elbert  Hubbard  once  said  in  introducing  Miss  Rowland  on  the 
lecture  platform,  “She  is  the  author  of  some  of  my  best  epigrams.” 

On  matters  of  love,  marriage,  men,  women  and  emotions,  she  has 
left  no  phase  untouched,  but  has  treated  all  with  a  sane  philosophy, 
a  gentle  satire  and  a  .keen  discernment  and  true  insight  into  the 
human  heart. 

She  is  the  author  of  five  books:  “The  Digressions  of  Polly,”  “The 
Widow,”  “The  Rubaiyat  of  a  Bachelor,”  “The  Reflections  of  a  Bache¬ 
lor  Girl”  and  “The  Sayings  of  Mrs.  Solomon.”  The  last  two  are 
collections  of  her  work  which  has  appeared  in  The  New  York  Evening 
World  for  the  last  ten  years. 


A  Few  of  the  Papers  Which  Already  Have 
Contracted  for  the  Helen  Rowland  Articles 


NEW  YORK  EVENING 
TELEGRAM 
CHICAGO  JOURNAL 
ST.  LOUIS  POST-DISPATCH 
PITTSBURGH  CHRONICLE- 
TELEGRAPH 

PHILADELPHIA  BULLETIN 
BOSTON  AMERICAN 
DETROIT  FREE  PRESS 
BALTIMORE  NEWS 
MINNEAPOLIS  TRIBUNE 
LOUISVILLE  POST 
ATLANTA  JOURNAL 


OMAHA  WORLD-HERALD 
BIRMINGHAM  NEWS 
NEW  ORLEANS  TIMES- 
PICAYUNE 
LOS  ANGELES  TIMES 
OAKLAND  ENQUIRER 
FT.  WORTH  STAR- 
TELEGRAM 
WASHINGTON  POST 
NORFOLK  VIRGINIAN- 
PILOT 

ALBANY  ARGUS 
SAVANNAH  PRESS 


Some  Helen  Roivland-isms 

Husbands  are  like  Christmas  gifts!  You  can't  choose  them. 
You  simply  have  to  wait  until  they  come  along,  and  then  try 
to  appear  perfectly  delighted  with  what  you  receive. 

When  a  woman  marries,  she  exchanges  the  attentions  of  a 
lot  of  men  for  the  inattention  of  just  one. 

It  isn’t  tying  himself  to  one  woman  that  a  bachelor  dreads 
when  he  thinks  of  marriage,  it's  untying  himself  from  all  the 
others. 

Every  time  a  woman  gives  a  man  a  piece  of  her  mind  she 
loses  a  piece  of  his  heart. 


HELEN  ROWLAND 
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CIRCULATION  FIGURES  REPRESENT  “A.  B.  CT  AND  “GOVERNMENT  REPORTS”  OF  NET  PAID  CIRCULATIONS  FOR  SIX 

INTERPRETAT 


CIRCULATION  BELOW  5,000 


CIRCULATION  FROM  5,000  TO  10,000  I  CIRCULATION  FROM  10,000  TO  20,0(K>  1  ci 


MARKETS. 


.  i-SS 

WESTERN.  II 

States.  Population. 


St  £  a  .  oj 

C  .t  >  .-  -C 

He  I  '  >^« 


4  ■  JS  '  St « 

H  fc  1  "3  3  '  *'3 

5  rt.  I  *8  0  T 

g  S'  I  C  5^  r 

JZ  ^  ►  .2 

i  I 


®  aO  os 

a^’-'l 

o  ft)  r  — 
^  Q,  E.O 


1  California  . . 

2  Washington. 
S Colorado  ... 

4  Oregon  .... 

5  Montana  . . 

6  Utah . 

7  Idaho  . 

8  Ari7X>na  . . . 
»  Wyoming  . . 

10  Nevada  .... 


3,119,412 

1,660.578 

1,014,581 

888.243 

486..376 

4K1,648 

461,766 

272.0,34 

190,380 

114,742 


28  58,142 

5  14,292 

6  13,287 

5  12,779 


6  19,363 


2,077  $  .4060010 
2,859  .0953572 

2,657  .0664288 

2,556  .0686716 

3,227  .1464287 


I  .0069829 
.0066702 
.0065047 
.0053860 
.0075623 


1  7,723  7,723$  .03 

1  9,122  9,122  .03 

1  8,050  S,050  .03 


$  .0038845 
.0032888 
.0037267 


2  28,411  14,206  $  .10 
1  14,177  14,177  .05 


$  .0035198  1 

.0035268  1 


8,245  8,245  .045 


2,959  .0514286 

2,682  .1128573 


.0086887 

.0084184 


5,310  5,310|  .0214286  .0040355 


3  37,466  12,489  .12 


2,3621  .0375001 


9,934  9,9341  .035 

6,861  6,8611  .02 


.0035233 

.0029150 


1  16,267  16,267  .04 


8,661,760  ,  58  141,892  2,446 1 $1.0045733  $  .0070797  j  7  55,245  7,892|$  .2114286  $  .0038271  7  ^321  13,760|$  .31 


$  .0032184 


SOI’THERN. 


1  Georgia  . . . 

2  N.  Carolina. 

3  Kentucky  . . 
■I  Tennessee  . 
.5  Alabama  ... 

6  Virginia  . . . 

7  Mississippi.. 

8  Ijouisiana. .. 

9  S.  Carolina . 
10  Florida  . . .  • 


9,513  3,171  $  .0542858  $  .0057065  | 

2,450  2,4.50  .0178572  .0072886  I  3 

10,521  2,563  .0489287  .0046506  ]  2 

2,500  2,500  .0132143  .0052857 


17,019  5,6731  .06 

12,817  6,4091  .0425 


.0035255 

.0033169 


1  11,672 

3  47,321 

1  11,579 


11,672  $  .03 
15,774  .105 

11,679  .035 


$  .0025703  2 

.0022189  1 

.0030227  1 


3,191  .0300001 

3,592:  .065 


.0047007  I  5 
.0051035  1 


34,023  6,8051  .1421430 

5,742  5,742  .02 


.0041778 

.0034831 


3  33,178  11,069  ,10 


.0030140  2 


6,248  6,248 1  .03 

12,582  6,2911  .055 


.0048015 

.0043713 


1  16,850 

2  20,614 

1  19,017 


16,850  .035 

10,307  .06 

19,017  .04 


.0020771  I 

1  *4.157 


5.824  18 


$  .0052658  14  88,431  6,717|$  .3496430  $  .00395,39 


13,3531$  .405 


.0021034  l|  28,673 
$  .0025276  IT 


CENTRAL. 


1  Illinois  >  . . 

2  Ohio  . 

.3  Michigan. . 

4  Indiana  . . 

5  Wisconsin.. 

6  Iowa  . 


.  6,317.7.34 
.  5,273,814 
.  .3.1.33.678 
.  2,854.167 
.  2,553.983 
.  2.224.771 


.0735715 

.0767860 

.0535716 

.0953573 


$  .0054369 
.0050967 
.0109958 
.0040250 


22,446  7,482 1  $  .0542858 
27,604  6.901  .0614286 

12,4.56  6,278|  .0435715 

39,140  6,5231  .1092858 

11,428  5.7141  .0471429 

14,567  7,2841  .06 


$  .0024185 
.0022254 
.oo;i.5ooo 
.0027922 
.0041252 
.0041189 


6  86,170  14,3611$  .3128572  $  .0036,307 


2  31,654  15,827  .065 

1  10,701  10,701  .025 

2  26,846  13,423  .05643 


4  43,200  10,8001  .1307143 


.0020535  I  4 
.002,3362  1 

.0021019  I  4 
I  1 

.0030258  I  1 


.22,.358.147 


NORTHW'ESTERN. 


$  .005573^  1  19 


127,641  6,7181$  .3757146  $  .0029435  1  15  198,671  13,238|$  .5900015  $  .0029712  *  11 


1  Missouri  ...  3,448,498 

2  Minnesota  .  2,34^1.287 


3  Kansas  ....  1.874,195 

4  Nebraska  . .  1,291.877 


6,400  3,2001$  .0275 
3,474  1,1.581  .0567858 


.0042961 

.01634,59 


2  31,539  15,7701$  09 


.5N.  Ilakota..  791.437  1 
6S.  I>akota..  7.3.5.4.34  1 


10,460  3,487  .0457144  .0043704 

6,107  3.054  .0300001  .0049124 

4,100  4,100  .015  .0036585 

1,376  1,376  .02  .0014535 


14,907  7,4541$  .0567143  $  .0037374 


18,671  6.2241  .0628572  .0033666 


2  22,777  11,3891  .09 


$  .002^5.36  2  74,90 

1  21,35 
1  35,48' 

3  111,79 

.00,39514 


Total . 10.484.728  12  31,917  2,6601$  .1950003  $  .0061096 


33,578  6,7161  .1185715  .0035312  |  4  54,316  13,5791$  .18 


$  .0033139  !  ’  1  243.53 


SOUTH  WESTFIRN. 


1  Texas  .  4.601.279 

2  Oklahoma. . .  2,377.629  i 

3  Arkansas  . .  1,792.965  j 

4  New  Mexico  437.015 


22,891  3,270  $  .1264289  $  .0055231 

10,028  3,343  .0.392858  .0039176  ! 

3,421  3,421  .0178572  .0062199  j 


29,29.3  7,3231  .16 


9.208.888 


36,340  3,3041$  .1835719  $  .0050615 


7,429  7.4291  .025 

36,722  7,3441  .185 


3  44,699  14,899  $  .135 

3  48,918  16,:i06  .115 

1  13,222  13,222  .03 


$  .0030202  .1  100,90 

.002350!1 

.0022689  1  40,35 


7  106,839  15,2631$  .280 


$  .0026208  4  1 141,25 


.MIDDLE  ATLANTIC. 


1  Pe’nsylvania  8.798,067 

2  W.  Virginia  1,439,166 

3  Maryland _  1,384..5.39 

4  D.  of  Col’bia  .374..584 

5  Delaware  . .  216.941 


41,.366  3  3.361$  .1.5.50005  $  .0037470 

2..507  2.5071  .0142868  .0056083 

5,322  2,661  .0:107144  .0057900 


87,.590  7,299  $  .2835716  $  .0032374 

31,004  7,751  .0853572  .00275111 

7,167  7,167  .0214286  .0021*899 


5  68,663  13,733  $  .135  $  .0019661 

3  38,539  12,846  .0828572  .0021756 


,.12,213,296 


49,195  3,0751$  .2000007  $  .0040655 


125,761  7,3971$  .3903574  $  .0031040 


1  10,599  10,5991  .03  .0028305 

9  117,801  13,0891$  .2478572  $  .0021040  j  6 


N.  YORK-N.  JERSEY. 


INew  York..  10.646,989 
2  New  Jersey.  3.080,371 


Total . 13,727.360 


NEW  ENGLAND. 


21,811  3,116 

$  .2914288  $  .0133616 

1  _  1 

8  57,.399  7,175 
1  5,268  5,268 

$  .4671430  $  .0081385 
.02  .0037946 

4  49,942  12,486 
3  38,829  12,943 

$  .30  $  .0060070 

.0871429  .002244:1 

8 

21,811  3,1161$  .2914288  $  .0133616  | 

9  62,667  6,9631$  .4871430  $  .0077735 

7  88,771_12,682|$  .3871429  $  .0043611  j 

8 

1 

1  M'sachusetts  3,8.32,790 

2  Connecticut.  1.286,268 

3  Maine  .  782.191 

4R.  Island...  637.415 
6  N.  H’pshire.  446,.352 
6  Vermont  ...  .366,192 


1,826|$  .03 
4,6.30  .0128572 

4,207  .02 


$  .0016429 
.0027769 
.0047517 


15,109  7,555$  .305  $  .0201866 

6,608  6,608  .025  .0037833 

13,911  6,956  .0425  .0030551 


2  31,406 

4  ^3,221 

3  43,180 


15,708  $  .105  $  .0033433  2 

13,305  .185  .0034760  !  1 

14,393  .0871429  .0020181  ' 


2,212  .0278572 


8,025  8,0251  .0178572 


1  11,475 

1  10,489 


11,475  .065 

10,480  .025 


.0047930 

.0023834 


Total .  7,361.208 


3,0171$  .0907144  $  .0060128 


43,653  7,276!  .3903572 


11  149,771  13,6161$  ,4571429  $  .0030523 


MARKET  GROUPS. 


1  Western  ...  8.661,760 

2  Southern  ..21,246.824 
3 Central  ....22,358,147 

4  N’western  ,  10,484,728 

5  S’westem  . .  9,208,888 
6M.  AUantic.12,213,296 
7N.  Y.-N.  J..  13,727,360 
8N.  England.  7,351,208 


Grand  Total..  106,252,211 


58 

141,892 

2,446l$1.0045733  $  .0070799 

7 

55.245 

18 

50,067 

2,782 

.2636433  .0052658 

14 

88,431 

24 

58,185 

2,424 

.3242864  .0055734 

19 

127,641 

12 

31,917 

2,660 

.1950003  .0061096 

5 

33,578 

11 

36,340 

3,304 

.1835719  .0060515 

5 

36,722 

16 

49,195 

3,075 

.2000007  .0040655 

17 

125,761 

7 

21,811 

3,116 

.2914288  .0133616 

9 

62,667 

5 

15,087 

3,017 

.0907144  .0060128 

6 

43,653 

151 

404,494 

2,6791 $2.5532191  $  .0063121 

82 

573,698 

7,892  $  .2114286 
6,717$  .3496430 
6,718  .3757146 

6,716  .1185716 

7,344  .185 

7,397  .3903574 

6,963  .4871430 

7,2761  .3903572 


$  .0038271 
$  .00395,39 


.0029435 

.0035312 

.0050379 

.0031040 

.0077736 

.0069423 


7  96,321 

12  160,231 
15  198,671 
4  54,316 

7  106,839 
9  117,801 
7  88,771 

11  149,771 


13,760  $  .31  $  .0032184  5 

13,353  .405  .002.5270 

13,238  .5900016  .0029712  U 

18,579  .18  .00331.^0  ] 

15.268  .28  .0026208  * 

13,089  .2478572  .0021040  I  « 


.00331.^0 

.0026208 

.0021040 


12,682  .‘3871429  .0043611  ? 


13,6161  .4571429 


6,906|$2.6O82153  $  .0043720  72  972,621  13,509|$2.8571446  $  J)029376 


I 


I 
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Editor  &  P  u  b  I  i  s  h  e  r  f  o  r  S  e  p  t  e  m  b  e  r  2  5  ,  1  9  1  9  25 

LATIONS  AND  ADVERTISING  RATES  BY  TERRITORIAL  MARKET  GROUPS 


^S  PERIOD  ENDING  MARCH  1,  1919,  AS  LISTED  IN  OUR  ISSUE  FOR  JULY  24,  1919— ADVERTISING  RATES  AS  OF  JULY  1,  1919. 
TICI  E  ON  PAGE  22 


TION  FROM  20,000  TO  50.000.  CIRCULATION  FROM  50,000  TO  100,000  CIRCULATION  FROM  100,000  TO  300,000 


CIRCUI^TION  ABOVE  300.000 


£  X  I  « 

I-:  C.E.C  y.Cn  ■  HV 


3  “'0  i 


28,356 

28,356  $  .07 

$  .0024686 

42,825 

42,825  .085 

.0019848 

32,094 

32,094  .08 

.0023927 

66,681 

32,841 1  .11 

.0016746 

2  2,50,970  125.485  $  .468125  $  .0018653 
1  51.019  51,019  .09  .0017640 


2  141,725  70,8631  .215 


168,9.56  33,7911$  .345  $  .0020420  j  5  443,714  _88,743|$  ,773125  $  .0017424 

I 


41.3.92 

20,696  $  .08 

$  .0019327 

1 

51,188 

51,188  8  0S,-. 

8  .0016605 

21,699 

21,699  .04 

.0017434 

41,361 

41,361  .09 

.0021759 

1 

.52,456 

52,4.56  .08 

.0015251 

92,983 

30,994  .185 

.0019896 

1 

89,209 

89,209  .12 

.0013452 

60,789 

23,263  .15 

.0021493 

63,393 

31,697  .13 

.0020507 

1 

78.417 

78,417  .12 

.0015303 

24,157 

24,157  .05 

.0020698 

28,673 

28,573  .06 

188,347 

27,3821$  .785 

$  .0020478 

4 

271,270 

67.818  $.405 

$  .0014930 

1 

142,992 

35,748  $ 

.26 

$  .0018183 

32,417 

.32,417 

.06 

.0018509 

107,078 

26,770 

.17 

.001,5876 

41269 

41,269 

.11 

.00266.54 

24,707 

24,707 

.08 

.0032.380 

348,463 

31,6781$ 

.68 

$  .0019514 

74,900  37,4.50  $  .16 

21,3.55  ?1,355  .04 

35,486  .35,486  .07 

111,797  37,266  .26 


$  .0021362 
.0018731 
.0019726 
.0023347 ' 


62,911 

62,911 

$  .12 

1 

289,094 

289,094 

$  .34 

$  .0011761 

1  424,026  424,0261$  .45 

$  .0010613 

1 

$  .0019074 

1 

167,720 

167,720 

.24 

.0014309 

92,759 

1 

134,446 

134,446 

.17 

.0012645 

1 

92,7.50 

.11 

.00118.59 

1 

63,384 

63,384 

.14 

.0022088 

3 

219,054 

73,0181$  .37 

$  .0016891 

3 

591,260 

197,0871$  .75 

$  .0012685 

1  424,026  424,0261$  .45 

$  .0010613 

-  1 

1 

87.040 

87,040 

$  .15 

$  .00172.3.3 

2 

.391,043 

195, .522 

$  .57 

$  .0014576 

2 

127..511 

63.7.56 

.32 

.002.50J)7 

1 

54,152 

54,152 

.12 

.00221.59 

243,538  .34,7911$  .53 


$  .0021763  4  268,70.3  67.176|.$  .59 


$  .0021957  3  391,043  195,5221$  .57  $  .0014576 


40,350  40,350  .06 


1 

67,.3.85 

67„38.5|$ 

.14 

$  .0020776 

1 

.56,772 

.5«5,772| 

.12 

.0021137 

2 

124,157 

62,0791$ 

.26 

$  .0020941 

5 

125,724 

25,155 

$  .345 

$  .0027441 

4 

294,344 

73,5861$ 

.605 

$  .(K)20.-.54  1 

3  4.32,.383  144,1281 

2 

160,412 

80,2061 

..37 

.002.3(H:6  j 

1 

1 

26,882 

26,882 

.07 

.0026040 

1 

61,848 

61,8481 

.15 

.<X»242.53 

• 

152,006  25,4341$  .415  $.0027194  7  516,604  73,801 1.$1.125  $  .0021777  |  _  3  432,3^_144,1281$  .80 _ $  .0018502 


229,287  28,661j$  .745  $  .0032492 

2  116,415  58,2081$  .26  $  .0022:334 

.89,287  28,6611$  .745  $  .0032492 

2  116,415  58,2081$  .26  $  .0022334 

1  i 

338,492  112,831j$1.06 
.338,492  112,8311$1.06 


$  .0031316  !  3  1,037,.325  345,7751  $1.44 
$  .0031315  I  3  1,037,325  345,7751$1.44 


$  .0013882 
$  .0013882 


58,752  29,376  $  .14 
23,767  23,767  .06 


$  .0023829 
.0021038 


80,875  80,8761$  .30 


$  .0a37007  1 


29,875  29,875  .075 

4|112394  28,0091$  .265 


.0025106 

$  .0023578 


80,875  80,8751$  .30 


$  .0037094 


2 

2,37,.564  11^,782 

$  .80  $  .0033675 

1 

1  459,603  459,6031$  .45  $  .0000791 

2 

237,564  118,7821$  .80  $  .0033675 

1  459,603  450,6031$  .45  $  .0009791 

118.956 

33,791  $ 

.345 

$  .0020420 

5 

443,714 

88,743  $  .773125 

$  .0017424 

1 

115,766 

115,766  $  .25 

$  .0021595 

1^.347 

27,382 

.785 

.0020478 

4 

271,270 

67,818  .405 

.0014930 

}^46.3 

81,678 

.68 

.0019514 

3 

219,054 

73,018  .37 

.0016891 

3 

591,260 

197,087  .75 

.0012685 

te,638 

34,791 

.63 

.0021763 

4 

268,703 

67,176  .59 

.0021957 

2 

391,043 

195,522  .57 

.0014576 

141,251 

35,313 

.27 

.0019115 

2 

124,157 

62,079  .26 

.0020041 

B2.e06 

25,434 

.415 

.0027194 

7 

516,604 

73,801  1.125 

.0021777 

3 

432,383 

144,128  .80 

.0018502 

»287 

28,661 

.745 

.0032492 

2 

116,415 

58,208  .26 

.00223.34 

3 

338,492 

112,831  1.06 

.0031315 

^394 

28,009 

.265 

.0023678 

1 

80,875 

80,875  .30 

.0037094 

2 

237,564 

118,782  .80 

.0033675 

fl?^2 

30,167114.035 

$  .0022671 

28 

2,040,792 

72,885  $4,083,125 

$  .0020008 

14 

2,106,508 

150,465|$4.23 

$  .0020081 

$  .0010613 


$  .0013882 
.0009791 


$  .0012181 
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NEWSPAPER  MAN  HAS 
BIG  RESPONSIBILITY 

Sheriff  Haddock  of  Allegheny  County 
Serving  First  Term  and  Doing  First 
Work  Outside  of  Newspaper 
Office 

A  newspaperman  with  a  reputation  for 
cool-headedness  under  all  circumstances 
will  be  the  final  buffer  and  the  person 
responsible  for  peace  and  order  in  Al¬ 
legheny  County,  Pa.,  pivotal  area  in  the 
great  steel  strike. 

Sheriff  William  S.  Haddock,  the  high 
peace  officer  of  the  county,  is  the  man. 
He  was  elected  to  office  in  1917  without 
any  platform  other  than  he  possessed 
the  strength  and  had  the  necessary 
training  to  qualify  him  to  meet  the  prob¬ 
lems  of  war  and  reconstruction  in  the 
most  important  wartime  supply  center  in 


\VlI.I.I.\M  S  H  AlltHICK. 


the  United  States.  Previous  to  his  elec¬ 
tion  he  had  never  held  public  office  and 
his  entire  working  life  had  been  spent 
in  newspaper  offices. 

Son  of  a  clergyman,  Welshman  by 
birth,  American  by  adoption,  in  habits 
and  beliefs,  William  S.  Haddock,  in 
sympathy,  thought  and  daily  life  is  of 
the  workers,  but  to  have  his  considera¬ 
tion  the  workers  will  have  to  be  right. 

Workers  Must  Behave 

When  a  mere  lad  he  began  to  earn 
his  own  living  as  a  newsboy  and  lived 
in  the  Hill  District  of  Pittsburgh.  He 
held  various  positions  in  the  circulation 
departments  of  several  Pittsburgh  news¬ 
papers  and  for  a  time  lived  in  Califor¬ 
nia,  where  he  followed  newspaper  work. 
At  the  time  of  his  election  he  was  cir¬ 
culation  manager  of  the  Pittsburgh 
Press. 

“Bill”  Haddock,  as  he  is  intimately 
known  to  thousands  in  his  home  state, 
saw  active  service  in  the  Philippines 
during  the  Spanish-American  War  as  a 
member  of  Pennsylvania’s  pride  regi¬ 
ment.  the  Fighting  Tenth.  He  was  then 
a  newspaper  road  solicitor  in  the  mine 
and  mill  districts. 

During  the  last  fifteen  years  “Bill” 
Haddock  has  given  a  part  of  each  work¬ 
ing  day  to  the  promotion  of  amateur 
athletics,  especially  among  children,  and 
to  the  affairs  of  the  Amateur  .Athletic 
Union,  in  which  he  is  an  active  official. 

Sheriff  Haddock  has  a  pretty  thor¬ 
ough  knowledge  of  “company  stores,” 
“company  houses,”  “sick  and  accident 
benefits,”  “property  rights,”  and  “human 
rights”  under  the  laws  of  Pennsylvania 
and  what  constitutes  justice.  He  was 
nominated  in  a  Republican  primary,  but 


the  head  of  the  faction  he  was  standing 
with  was  defeated  and  he  realizes  that 
it  was  “Bill”  Haddock  and  his  reputa¬ 
tion  for  square  dealing,  alone,  that  gave 
him  the  votes  that  made  his  majority. 
A  reputation  built  during  25  years  of 
new'spaper  work  brought  him  into  con¬ 
tact  with  the  people. 

Sheriff  Haddock  is  not  rich  in  the 
world’s  goods.  He  owns  a  small — very 
small  home — a  bungalow,  with  flowers 
in  froht  and  garden  in  back,  out  in  the 
South  Hills  District.  His  friends  tell 
a  good  story  of  his  newspaper  selling 
days. 

Three  boys  were  playing  on  one  of  the 
Pittsburgh  bluffs.  One,  a  red-headed 
boy,  stopped  to  dig  an  Indian-turnip. 
The  other  two  looked  on.  The  digging 
was  hard,  the  uncovering  of  the  prize 
was  slow  When  it  was  completed  one 
of  the  resting  boys  grabbed  it  and  run. 
The  third  boy  started  in  pursuit.  Half¬ 
way  down  the  hill  he  overtook  the  boy 
thief.  A  battle  royal  followed,  but  in 
the  end  the  Indian-turnip  w'as  returned 
to  the  red-headed  boy. 

The  third  boy  was  “Bill”  Haddock, 
and,  he  says,  that  he  is  going  back  into 
the  newspaper  business  just  as  soon  as 
his  present  term  of  office  is  completed. 


NEW  JOURNALISM  COURSE 

College  of  Wichita  Has  Acting  Co¬ 
operation  of  Prominent  Men 

E.mporia,  Mass.,  Sept.  20. — Courses 
in  practical  journalism,  with  a  daily 
newspaper  as  a  laboratory  and  with 
prominent  Kansas  editors  as  instructors, 
is  one  of  the  features  of  the  College  of 
Emporia’s  new  courses  this  year.  How¬ 
ard  Brower,  head  of  the  department,  is 
a  former  newspaper  man  and  practical 
printer.  He  was  connected  with  the 
English  department  prior  to  serivee 
with  the  Y.  M.  C.  A.,  during  which  he 
also  made  a  study  of  European  news¬ 
papers  and  journalism. 

Among  those  on  the  regular  staff  of 
lecturers  are  Charles  F.  Scott,  lola 
Register  editor  and  president  of  the 
school  board  of  trustees ;  William 
.Allen  White,  Emporia  Gazette  editor 
and  school  trustee ;  .  Y.  Morgan, 

Hutchinson  News,  former  lieutenant- 
governor,  and  Parlee  Burton,  Joplin 
News-Herald.  Governor  Henry  J.  Al¬ 
len,  Charles  H.  Sessions  of  the  Capper 
Publications,  and  E.  E.  Kelly,  Toronto, 
Kan.,  are  among  the  special  lecturers. 
Classes  in  advertising,  news  writing,  re¬ 
porting,  editing  and  other  phases  of 
newspaper  work  will  be  given. 


Owners  Change  in  Germantown 
Phii.ai)eli*hi.\,  Sept.  19.  —  The  Ger¬ 
mantown  Independent-Gazette,  publish¬ 
ed  the  past  39  years  by  Horace  F.  Mc¬ 
Cann,  who  died  recently,  has  been  trans¬ 
ferred  by  the  estate  of  the  late  owner  to 
Col.  F'rank  Wilbur  Smith  and  Joseph  P. 
Lodge.  The  former,  a  former  resident 
of  Germantown  and  lately  assistant 
chief  of  staff  of  the  89th  Division  of  the 
.American  Expeditionary  Forces  in 
France,  will  be  president  of  the  company 
and  also  editor.  Mr.  Lodge,  who  has 
long  conducted  a  publishing  business 
here,  will  be  the  vice-president. 


Limerick  Leader  Is  Suppressed 
Dublin,  Sept.  23. — The  military  con¬ 
stabulary  this  afternoon  raided  the  of¬ 
fice  of  the  Limerick  Leader,  a  tri-weekly 
Nationalist  publication,  dismantled  the 
machinery  and  suppressed  the  paper.  In 
Dublin  a  newspaper  of  the  same  name 
had  lieen  previously  supressed,  the  sev¬ 
enth  to  be  shut  down  hy  the  military  and 
police  in  this  city. 


N.  Y.  Tribune  Presents  Book 
to  General  Pershing 

First  of  “The  War  in  Cartoons”  Off 
Press — New  Financial  Feature — 
Staff  Notes 


General  Pershing  has  been  presented 
with  the  first  copy  from  the  press  of 
“The  War  in  Cartoons”  by  the  New 
York  Tribune.  The  book  contains  100 
drawings  by  twenty-seven  artists. 
.Among  the  autographs  appearing  on 
Pershing’s  copy  are  those  of  “Ding”  and 
Briggs,  and  the  fly-leaf  drawing  depict¬ 
ing  a  cartoonist  presenting  the  book  to 
Pershing  is  a  bit  of  “Ding”  pen  work. 

Fourteen  advertisers  were  represented 
in  the  Tribune’s  new  financial  advertis¬ 
ing  classification,  “Unlisted  Securities 
Market.”  The  new  classification  is  dis¬ 
tinctly  a  Tribune  idea  and  promises  to 
develop  into  one  of  a  most  important 
feature. 

The  Washington  Post  and  the  Pitts¬ 
burgh  Post  have  taken  on  the  daily  ser¬ 
vice  of  Grantland  Rice’s  Sportlight  and 
“Ding’s”  cartoons. 

Miss  Jane  Anderson,  formerly  of  the 
International  Feature  Service  is  now  a 
member  of  the  Tribune  Syndicate  staff. 

William  L.  Curtin,  ship  news  man,  will 
be  soon  back  on  the  job.  He  was  taken 
seriously  ill  on  his  vacation  and  is  now 
convalescing  at  his  home  in  Brooklyn. 

John  J.  Leary,  Jr.,  former  Boston  re¬ 


porter,  city  editor,  etc.,  and  author  of 
“Conversations  with  Roosevelt”  (now- 
running  in  McClure’s),  has  gone  back  to 
his  first  New  York  love.  After  six  years 
of  service  on  the  city  staff  of  the  Tri¬ 
bune,  he  is  finishing  his  first  week  on 
the  Morning  World. 

C.  V.  McAdam,  the  Tribune  Syndi¬ 
cate’s  travelling  representative  who  was 
taken  seriously  ill  in  St.  Paul  recently, 
is  back  in  New  York  and  well  on  the 
road  to  recovery. 

J.  J.  Floherty,  advertising  and  pro¬ 
motion  manager  for  J.  A.  Migel,  silk 
manufacturer,  gave  the  Tribune  adver¬ 
tising  staff  an  unusually  interesting  and 
instructive  talk  at  its  weekly  meeting. 

Henry  W.  Francis,  one  of  the  Tri¬ 
bune’s  reporters,  has  succumbed  to  the 
lure  of  Paris.  He  leaves  us  this  week 
to  go  to  France  for  the  Evening  Post. 


New  Massengale  Copy  Director 

.Atlanta,  Ga.,  Sept.  24. — The  Mas¬ 
sengale  Advertising  Agency  has  ap¬ 
pointed  Graham  L.  Hemminger  to  be 
manager  of  its  copy  and  plan  depart¬ 
ment.  Mr  Hemminger  was  formerly 
with  the  Richard  A.  Foley  Company, 
Philadelphia. 


Will  Improve  Plant 

Carbondale,  Pa.,  Sept.  24. — Jack 
Drucke,  manager  and  publisher  of  the 
Leader,  announces  that  some  extensive 
improvements  to  the  Leader  building,  are 
under  contemplation. 


IN  THE  JOURNAL  FOR  THE  FIRST 
7  MONTHS  1919 

— as  contrasted  with  the  150,928  paid  want  ads  in 
all  the  other  Milwaukee  newspapers  COMBINED 
for  the  same  length  of  time. 

— The  Journal  leads  hy  131,789! 

You  can  safely  judge  the  quality  of  reader  interest  in  The 
Journal  by  the  quantity  of  classified  advertising. 

Its  result — bringing  influence  is  as  great  as  the  strength 
of  its  hold  on  reader  confidence. 

In  editorial  or  advertising 
The  Journal  meets  the  domi¬ 
nating  masses  as  a  trusted 
friend — tried  and  true. 

It  enables  you  to  bring  your 
message  to  the  class  you  want 
to  reach — at  ONE  SINGLE 
LOW  COST! 

The  Journal’s  circulation  is 
50  per  cent,  greater  than  that 
of  any  other  Milwaukee 
newspaper. 


Classified  Rates: 

Effective  October  1st,  1919 
16  cents  per  agate  line 
flat 

(Six  average  words  to  the 
line) 

Xo  advertisement  counted 
as  less  than  2  lines. 

Xo  advertisement  accepted 
for  less  than  32  cents. 


^MlWdtiliieeJoiiiiiail 

H.  J,  GRANT,  Publisher  R.  A.  TURNQUIST,  Adv.  Mgr. 

Lendon  Office,  M  Norfolk  Street,  Strand,  W.  C.  2. 
SPECIAL  REPRESENTATIVES 
O’MARA  and  ORMSBEE,  Inc. 

New  York  and  Chicago 
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Even  now,  nearly  one  hundred  wide  awake, 
progressive  newspapers  have  adopted  GOOD¬ 
RICH  ^‘ONE-SET”  AUTOM  ATIC  SUCTION 
ROLLERS.  The  list  is  growing  rapidly.  You, 
too,  will  install  these  rollers  sooner  or  later,  be¬ 
cause  they  mean  an  actual,  bona  fide  saving  in 
dollars  and  cents  for  you. 

In  the  hustling,  throbbing,  pulsating  American 
pressroom,  minutes  mean  dollars.  There  can  be 
no  delays.  7'ime  is  all  important  and  things  must 
move  swiftly  and  surely. 

GOODRICH  “ONE-SET”  ROLLERS  make  speed  work 
and  time  saving  possible,  because  they  need  no  re-adjust¬ 
ments  from  time  to  time — no  washing.  They  defy  temper- 
ture  changes.  “ONE-SET”  stands  up  —  hot  or  cold 
weather — slow  or  fast  speed.  They  have  just  the  right 
properties  of  tack,  thus  giving  perfect  ink  distribution.  They 
are  not  affected  by  water. 

Our  Chemists  worked  two  years  to  bring  “ONE-SET”  up 
to  its  present  high  standard  of  efficiency.  It’s  a  tried  and 
tested  roller.  One  single  set  has  run  steadily  on  a  leading 
newspaper  and  under  the  most  trying  conditions  for  nearly 
two  years.  It’s  still  running  and  hasn’t  shown  wear  yet. 
“ONE-SET”  is  undoubtedly  and  unquestionably  a  su¬ 
perior  roller. 

fVn'te  today  for  prices^  specifying  core  diameter, 
finished  diameter  and  length  of  cover  face. 


THE  B.  F.  GOODRICH  RUBBER  COMPANY 

The  City  of  Goodrich— AKRON,  OHIO 


AUTOM  ATI  C 
SUCTION 
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“IN  ADVERTISING  USE  NEWSPAPERS,” 
ADVERTISING  AGENTS  URGE 

A.  A.  A.  A.  Members  at  A.  A.  C.  W.  Convention,  Led  by  President 
Johns,  Unite  to  Drive  Home  Newspaper  Idea — 
Predict  Secretary  of  Advertising 

(by  telegraph) 

New  Orleans,  Sept.  23. 

IT  WAS  the  same  old  story  at  the  meeting  of  the  American 
Association  of  Advertising  Agencies,  in  Room  G  of  the  Grunewald 
Hotel,  Monday  afternoon — a  story  hammered  home  by  men  to 
whom  the  process  of  hammering  home  an  idea  is  almost  a  religion — 
that  “in  advertising,  use  newspapers,  newspapers,  newspapers,  news¬ 
papers.”  Typical  expressions  of  speakers  were  the  following: 

“The  navy  gave  us  $300,000  to  put  on  their  campaign  for  25,000 
recruits  and  told  us  to  spend  it  as  we  pleased  as  long  as  we  spent 
it  with  the  daily  newspapers.” 

Newspapers  Must  Be  Used  in  Foreign  Trade  Also 


“You’ll  have  to  advertise  your  export 
goods  in  your  foreign  market,  be<»use 
the  rush  for  American  goods  is  not 
going  to  last,  and  when  you  do  it  use 
the  daily  newspapers  in  the  foreign  mar¬ 
ket  where  you  want  to  sell  your  goods.” 

“Of  course,  we  advertising  agencies 
don’t  make  as  large  a  percentage  for 
ourselves  out  of  newspaper  advertising 
as  we  do  out  of  magazine  advertising, 
but  what  we’ve  got  to  do  is  to  give  ser¬ 
vice  to  our  accounts,  and  we  do  that 
best  through  the  daily  newspapers.” 

“Hammer,  hammer,  hammer;  news¬ 
papers,  newspapers,  newspapers.” 

,^nd  another  big  idea  came  out  of  that 
conference  in  Room  G  Monday  after¬ 
noon.  It  was  that  some  day,  and  soon, 
there  will  be  in  Washington  a  secretary 
of  advertising.  Just  as  there  is  to-day 
a  secretary  of  agriculture  and  a  secretary 
of  the  navy. 

William  H.  Rankin,  president  of  the 
William  H.  Rankin  Company,  Chicago, 
started  things  with  a  rush  after  Presi¬ 
dent  William  H.  Johns  of  the  “Four 
A’s”  had  opened  the  meeting. 

“Dominate  in  Newspaper” 

“We  hear  a  lot  about  ‘dominating’  this 
magazine  and  that,”  said  Mr.  Rankin, 
“but  it  is  my  sincere  recommendation 
you  advise  your  advertisers  to  dominate 
in  the  best  advertising  medium  of  all — 
the  daily  newspapers  of  the  United 
States. 

“It  is  not  expensive.  You  can  take 
the  100  leading  newspapers  of  the 
United  States,  with  a  circulation  of  6,- 
000,000,  three  times  that  of  the  largest 
magazine,  and  have  a  full  page  adver¬ 
tisement  in  them  all  for  $22,000. 

It  costs  four-hundredths  of  a  cent  to 
deliver  your  full  page  advertisement  in 
the  Chicago  Naily  News,  for  instance, 
into  a  home.  It  costs  the  newspaper 
half  a  cent  to  deliver  that  paper  there. 

“Not  only  that,  but  the  Chicago  Trib¬ 
une  and  all  the  Hearst  newspapers,  real¬ 
izing  that  our  cost  of  operations  have 
gone  up  in  proportion  to  everything  else, 
have  just  notified  us  that  on  and  after 
October  they  will  pay  IS  per  cent  instead 
of  -2.” 


Mr.  Rankin  closed  with  the  illustra¬ 
tion  of  the  navy  recruiting  campaign, 
which  specified  that  only  daily  newspa¬ 
pers  were  to  be  used  as  media,  and  with 
the  prediction  that  the  war  had  taught 
the  Government  how  essential  advertis¬ 
ing  was  and  that  there  would  soon  be  a 
secretary  of  advertising,  just  as  there 
was  a  secretary  of  commerce. 

Bayard  Barton  of  Critchfield  &  Co., 
Chicago,  spoke  of  “export  advertising,” 
and  stressed  the  fact  that  the  present  de¬ 
mands  for  American  goods  in  foreign 
markets  was  artificial.  He  said  unless 
an  aggressive  advertising  campaign 
pushing  American  goods  were  carried 
on,  this  demand  would  soon  disappear, 
as  American  goods  would  be  replaced 
by  foreign  goods, 

.4merican  Goods  Must  Be  Pushed 

"Let  me,  too,  emphasize  in  connection 
with  what  Mr.  Rankin  has  said  as  to  the 
power  of  the  local  medium.  We  must 
get  into  the  publications  published  lo¬ 
cally  in  these  foreign  countries,  and  get 
behind  these  goods  of  ours  with  the 
immense  intangible  influence  of  the  daily 
paper.” 

E.  B.  Wilson  of  the  Edwin  Bird  Wil¬ 
son  Company,  New  York,  discussed  the 
relation  of  the  financial  paper  to  the  ad¬ 
vertising  agency,  stressing  the  fact  that 
the  financial  paper  was  far  more  widely 
read  than  was  commonly  supposed. 

President  Johns  read  a  paper  by  Rob¬ 
ert  Tinsman,  who  was  to  have  led  the 
discussion  of  “Trade  Papers,”  but  who 
had  been  unable  to  attend  the  conference. 
Mr.  Tinsman’s  address  read  in  part: 
“It  seems  to  me  it  would  be  a  good  idea 
if  the  business  paper  organization,  which 
is  a  very  capable  body,  splendidly  organ¬ 
ized  in  the  interests  of  its  membership, 
would  address  us  as  an  association  of 
advertising  agencies  with  a  document  of 
intention  that  might  be  called  a  stand¬ 
ard  of  service,  wherein  would  be  set 
down  the  joint  ideas  of  the  business 
press  as  regards  co-operation  with  our 
association. 

“If  the  individual  members  of  our  as¬ 
sociation  would  then  subscribe  to  such 
a  set  of  principles,  their  subsequent  rec¬ 


ord  of  co-operation  with  the  business  pa¬ 
pers  would  soon  testify  as  to  the  worth 
of  the  recognition  which  they  might  de¬ 
serve  from  these  publishers. 

“Such  a  standard  of  service,  plainly 
set  forth,  would  open  the  eyes  of  the 
advertising  agents  as  a  class  to  the  value 
of  effective  co-operation  with  the  busi¬ 
ness  paper  publishers.  It  would  be  the 
first  step  toward  better  acquaintance, 
which  would  rapidly  lead  to  a  mutual 
respect  instead  of  the  distrust  and  sus¬ 
picion  that  has  unhappily  characterized 
so  much  of  the  past. 

“It  is  high  time  that  the  business  pa¬ 
per  publisher  and  the  advertising  agency 
both  realize  that  they  have  a  common  in¬ 
terest  and  only  one  real  interest  between 
them — the  success  of  the  advertiser. 

“Let  them  work  together  as  they  now 
work  in  their  respective  organizations, 
and  the  advertiser  himself  will  be  the 
greatest  gainer.” 


Greets  Delegates  “In  Name 
of  the  New  South” 


New  Orleans,  Sept.  21. — A  greeting 
“in  the  name  of  the  New  South,”  was 
delivered  to  delegates  to  the  convention 
of  the  Associated  Advertising  Clubs  of 
the  World  at  the  inspirational  session 
at  Tulane  University  today  by  A.  G. 
Newmyer,  associate  publisher  of  the 
New  Orleans  Item,  and  Southern  vice 
president  of  the  Association.  He  said : 

“In  the  name  of  the  New  South — 
itself  a  throbbing,  thriving  testimonial 
to  the  triumph  of  American  toil  and 
tenacity — I  give  you  a  hearty  greeting. 

“It  is  especially  fitting  that  the  steers¬ 
men  of  substantial  industry  should 
gather  at  this  time  in  the  trouble-tested 
South,  with  the  spokesmen  for  capital, 
for  labor  and  for  the  consumer,  to  plan 
a  program  that  shall  dedicate  to  the 
benefit  of  the  living,  the  deeds  of  those 
who  died. 

“It  would  be  a  failure  of  the  civiliza¬ 
tion  for  which  nations  fought,  should 
the  great  fabric  of  the  world’s  work 
crumble  to  ruin  in  a  wasting  clash  be¬ 
tween  classes,  now  that  the  war  is  won. 

“It  is  easier  to  build  a  whole  nation 
into  one  mighty  dynamo  of  destruction, 
under  the  lash  of  civilization’s  danger, 
than  to  remodel  with  reason  a  people’s 
ancient  moulds'  of  thought.  It  is  easier 
to  destroy  than  to  convert. 

“Advertising,  born  as  a  mere  bargain- 
bulletin,  has  risen  by  recognizing  its  re¬ 
sponsibilities  as  humanity’s  messenger, 
until  today  it  is  willing  to  accept  the 
hgh  duty  of  proclaiming  and  populariz¬ 
ing  a  program  of  peace  by  which  busi¬ 
ness  can  stand;  and  under  which  all 
of  us  can  live  and  prosper.” 


A.  A.  C.  W.  IS  GROWING 
SAYS  D’ARCY 


Reports  Membership  of  17,802  in  152 
Clubs — Yearly  Revenue  Now  About 
$119,000 — Urges  Continnance 
of  Vigilance 


(by  telegraph) 

New  Orleans,  Sept.  23. — William  C 
D’Arcy,  president  of  the  Associated 
Advertising  Clubs,  started  an  innovation 
Monday  morning  at  the  first  general 
session  by  making  an  informal  ad  short 
annual  report.  Mr.  D’Arcy  said  he  had 
written  a  detailed  statement,  which 
would  be  shown  to  any  member. 

“Since  the  last  convention  in  San 
Francisco,”  said  Mr.  D’Arcy,  “member¬ 
ship  in  the  clubs  in  good  standing  has 
increased  from  15,125  to  17,802,  although 
the  number  of  clubs  increased  only  from 
150  to  152.” 

He  said  the  magazine,  associated  ad¬ 
vertising,  was  put  on  a  financial  footing 
undreamed  of  years  ago.  The  president 
said  increased  revenues  were  derived 
when  the  headquarters  of  the  A.  A.  C. 
W.  were  transferred  from  Indianapolis 
to  New  York.  The  yearly  revenues 
now  total  about  $1' 9,000  a  year. 

Mr.  D’Arcy  praised  the  work  during 
the  past  year  of  Vice-President  LLewel- 
lyn  C.  Pratt,  Raleigh  C.  Ayers,  Merle 
Sidener  and  C.  C.  Green.  He  credited 
Mr.  Pratt  and  Mr.  Ayers  with  $140J)00 
for  the  new  budget  for  vigilance  work. 

The  president  stressed  the  importance 
of  the  vigilance  work  of  the  association, 
which  is  carried  on  through  the  better 
business  bureaus.  In  this  department 
officials  of  the  association  kept  a  watch¬ 
ful  eye  open  for  fake  advertising  and 
suppress  it  whenever  it  comes  to  their 
notice.  Several  firms  have  advanced 
contributions  to  safeguard  themselves 
through  this  department  from  fraudu¬ 
lent  competitors.  Better  business  bu¬ 
reaus  have  been  established  in  nearly 
every  large  city  in  the  United  States, 
said  Mr.  D’Arcy. 

In  concluding  his  address,  the  presi¬ 
dent  earnestly  urged  the  convention  to 
consider  seriously  the  nominations  for 
the  next  year.  “The  Associated  Ad¬ 
vertising  Clubs  are  successful,”  he  said, 
“because  they  have  been  neutral.  When 
they  have  found  fault  with  a  certain 
business  they  have  told  the  men  who 
conducted  it  what  was  wrong,  without 
first  criticizing  them  in  the  public  press.” 

Mr.  D’Arcy  paid  the  official  respects 
of  the  association  to  the  daily  news¬ 
papers  and  trade  papers  of  the  country 
which  had  furnished  without  cost  $20,- 
000  worth  of  publicity  in  addition  to 
reading  notices. 


ADVERTISING  SECURED 

Advertising  for  Special  Issues  of  Daily  Papers  and  Magazines. 
Souvenir  Programs  of  big  events.  Publicity  campaigns  conducted. 
If  you  have  a  legitimate  reason  for  producting  something  special 

1  have  the  men  and  means  to  do  it. 

J.  L.  Le  BERTHON 

2  RECTOR  STREET  NEW  YORK  CITY 


The  Corpus  Christi,  Texas 

CALLER 

having  been  temporarily  embarrassed  by  the 
recent  tidal  wave,  announces  that  the  best  daily 
newspaper  published  in  Southeastern  Texas.- 


Resumes  Publication 
September  21st,  1919 


It  takes  more  than  a  mere  tidal  wave  to  keep  a  good  newspaper  down. 

S.  C.  THEIS  COMPANY,  Representative 
New  York — Chicago 
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THE  PRINCE  OF  WALES 

IN  CANADA 


THERE  IS  NO  DOUBT  but  what 
the  Prince  of  Wales  has  been  very 
much  surprised  at  what  he  has  seen 
during  his  visit  to  the  Dominion  of 
Canada. 

It  is  natural  that,  after  having  “been 
shown”  just  what  a  vast  Empire  this 
tremendous  territory  is;  after  having 
seen  how  thoroughly  improved  and 
modern  everything  is;  after  seeing 
and  understanding  how  tremendous 
the  industries  are,  and  how  sys¬ 
tematically  everything  is  managed, 
the  future  king  will  appreciate  the 
vastness  and  the  importance  of  this 
country. 

Should  the  Prince  be  industrially 
inclined,  he  mav  marvel  a  bit  at  the 
tremendous  amount  of  merchandise 


from  the  United  States  which  is  to 
be  found  in  Canada. 

This  may  impress  him  with  the  fact 
that,  although  Canada  flies  a  British 
flag,  and  is  loyal  to  the  mother 
country,  Canada  is  in  America,  and 
is  more  American  than  anything 
else. 

While  Canada  is  short  on  local 
manufacturing,  Canada  is  long  on 
production  of  raw  materials,  and  is 
long  on  consumption  of  merchan¬ 
dise,  and  Canada  uses  American 
merchandise. 

Canadian  daily  newspapers,  Ameri¬ 
can,  every  one  of  them,  but  Cana¬ 
dian  FIRST,  attract  the  FIRST  and 
GREATEST  attention  of  Canadians. 
Use  them  in  selling  YOUR  mer¬ 
chandise  in  this  territory. 


Circulation 

Border  Cities  Star  (Windsor) .  12,403 

fBrantford  Expositor  . (E)  10,160 

tBrockville  Recorder-Times  ....(E)  4,225 

Chatham  Daily  News  . . .- . (E)  2,472 

*Calt  Reporter . (E)  3,955 

fCuelph  Mercury . (E)  3,877 

*Hamilton  Spectator . (E)  31,058 

Hamilton  Times . (E)  11,200 


Government  Statement,  April  1,  1919. 

•A.  B.  C.  Report,  April  1,  1919. 
tPublishers’  Statement,  April  1,  1919. 

Circulation 

*Montreal  Gazette  (3c-|8 yr.) ... . (M)  32.140 

*Montreal  La  Presse  (2c  per  copy)  (E)  147,127 


PROVINCE  OF  ONTARIO 
Population  2,523,274 
Lines 


*Kingston  British  Whig  . (E)  5,519 

‘London  Free  Press . (MN&E)  41,609 

‘Peterborough  Examiner . (E)  5,329 

‘St.  Catharines  Standard . (E)  7,632 

tSt.  Thomas  Times-Journal . (E)  9,016 

‘Toronto  Globe . (M)  86,388 

‘Toronto  Star . (E)  86,157 

‘Toronto  Star . (S)  75,777 

‘Toronto  World . (M)  27,437 

‘Toronto  World . (S)  87,655 


PROVINCE  OF  QUEBEC 
Population  2,002,731 — English  397,392 
French  1,605,339 
Lines 

2,500  10,000 

.085  .07  ‘Montreal  Star  . . . 

.13  .11  ‘Quebec  Le  Soleil 


Circulation 
.(E)  111,151 
.(E)  39.356 


Lines 

2,500  10.000 

.13  Jll 

.06  .06 
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NATIONAL  NEWSPAPERS  NEW  UNIT 
FOR  BASING’ AD  CAMPAIGNS 

Stand  Ready  to  Serve  Advertisers  as  They  Have  Never  Before 
Been  Served,  Declares  Man  Who  Buys 
$125,000,000  Space  Yearly 

By  William  H.  Rankin 

(Addiess  Hefore  Newspaper  Hepartmental  of  the  A.  A.  C.  \V.,  September  23) 

WHAT  part  will  newspapers  play  in  the  commercial  war  of 
today  and  of  the  future?  The  question  is — How,  when  and 
W'here  to  advantage  in  newspapers?  and  this  is  the  situation 
as  I  see  it: 

“Competition  to  secure  national  markets  has  become  so  keen 
that  individual  business  firms  are  eagerly  searching  for  new  methods 
by  which  to  dominate  the  attention  of  the  public — and  to  dominate 
it  first;  searching  for  methods  that  will  give  more  intensive  sales 
results  than  can  be  obtained  by  any  usual  form  of  advertising. 

l\'(‘U'spapi‘rs  Have  Proven  Their  Ability 


“The  ability  of  national  newspaper 
advertising  to  create  large  volume  na¬ 
tional  sales  has  already  been  demon¬ 
strated. 

“Many  million  dollars  have  already 
been  spent  for  the  United  States  Gov¬ 
ernment  in  this  way,  helping  to  bring 
to  the  Government  billions  of  dollars 
in  return.  Millions  more  have  been 
spent  in  this  sort  of  advertising  by 
commercial  firms; 'and  the  results  they 
have  obtained  have  been  highly  remun¬ 
erative.  The  thing  has  been  tried  out 
ilioroughly.  It  works  every  time. 

Comprehensiveness 

“By  using  the  same  judgment  and  dis¬ 
crimination  displayed  toward  the  use 
of  other  mediums  in  selecting  the  news¬ 
papers  to  be  used  the  advertising  coun¬ 
selor  can  prove  to  the  advertiser  that 
newspapers  so  selected  are  certainly 
fully  as  economical  as  any,  and  abso¬ 
lutely  the  most  highly  intensive 
method  of  reaching  the  consumer 
nationally. 

“Suppose  we  take  two  newspapers  in 
each  of  the  first  one  hundred  cities  in 
the  United  States.  Of  course,  unless 
important  reasons  interfered,  one  would 
naturally  select  the  newspapers  with  the 
largest  circulation  in  each  of  these 
cities  acording  to  the  Audit  Bureau  of 
Circulation’s  report — the  largest,  whether 
morning,  evening  or  Sunday. 

“How  well  does  the  circulation  of 
these  200  selected  newspapers  blanket 
the  United  States? 

“The  200  newspapers  selected  stretch 
from  the  Atlantic  to  the  Pacific,  and 
from  the  Canadian  line  to  the  Gulf  of 
Mexico.  Each  zone  of  circulation  vir¬ 
tually  touches  another. 

“Here  is  the  one  kind  of  national 
newspaper  advertising  that  can  be  done 
most  effectively  and  economically.  This 
is  the  campaign  that  begins  in  one  cen¬ 
ter  and  expands,  as  events  warrant  it, 
until  it  interlocks  with  campaigns  radi¬ 
ating  from  other  centers. 

Scope  of  Newspapers 

“For  example :  .\  campaign  startea 

in  the  newspapers  of  Boston,  New 
Haven,  Hartford  and  Providence  ex¬ 
pands  through  the  circulation  of  these 
newspapers  until  it  meets  that  of  the 
New  York  city  newspapers  on  its  na¬ 
tional  way  westward.  The  circulation 
limits  of  New  York  newspapers  dove¬ 
tail  in  with  those  of  the  newspapers  oi 
Newark,  Philadelphia  and  Washington; 
with  those  of  Buffalo,  Cleveland  and 
Pittsburgh;  and  these,  in  turn,  inter¬ 
lock  with  the  zones  of  influence  created 
by  the  newspapers  of  Cincinnati,  Louis¬ 
ville,  Nashville,  Atlanta,  Birmingham 
and^New  Orleans. 


“The  national  newsjwiH-r  campaign 
that  is  started  from  Los  .Angeles,  San 
Francisco,  Portland  and  Seattle  radi¬ 
ates  eastward  through  the  circulation 
zones  of  these  cities  to  meet  and  dove¬ 
tail  in  with  the  circulation  zones  of 
Spokatie,  Helena,  Denver,  Dallas,  Okla¬ 
homa  City,  Houston  and  Fort  Worth 
and  on  eastward  through  Minneapolis, 
:?t.  Paul  and  Kansas  City,  to  pas> 
through  St.  Louis  and  cross  the  Missis¬ 
sippi  from  Canada  to  the  Gulf. 

“From  St.  Louis  the  widening  radia¬ 
tion  of  force  meets  and  interlocks  with 
that  spreading  from  Omaha  and  Des 
Moines,  and  fuses  with  the  great  zone 
dominated  from  Chicago. 

“Then,  passing  eastward  through  In¬ 
dianapolis,  Detroit  and  Columbus,  it 
completes  the  fusion  of  200  afternoon 
and  morning  newspapers  into  one  na¬ 
tional  medium,  a  single  mighty  medium, 
with  a  total  national  circulation  of 
more  than  12,000,000  copies;  the  great 
single  unit  of  jiower  in  the  realm  of  ad¬ 
vertising. 

Have  Proven  .Ability 

“By  this  amalgamation,  a  new  giant 
.3  suddenly  born,  full-grown.  Its 
name  shall  be  ‘The  National  News¬ 
paper  Unit.’  It  stands  ready  to  serve 
national  advertisers  as  they  have 
never  before  been  served. 

“Thirty  per  cent  of  the  entire  popu¬ 
lation  of  the  United  States  is  in  these 
100  cities,  or  rather  centers  of  influence 
—30.000,000  people,  with  a  newspaper 
entering  every  home,  and  forty  per 
cent  of  the  combined  circulation  of 
ihese  200  selected  newspapers  is  among 
the  farmers  on  the  rural  mail  delivery 
routes  and  in  the  suburbs  of  the  cities 
in  which  these  newspapers  are  pub¬ 
lished. 

“Back  this  up  by  intensive  localizized 
newspaper  advertising  in  other  cities 
and  small  towns  where  the  manufactur¬ 
er’s  goods  are  on  sale  and  where  their 
salesmen  call  weekly  or  monthly  and 
the  advertising  circle  is  complete. 

“.So,  in  answer  to  the  question  ‘How, 
when  and  where  to  advertise  in  news¬ 
papers  nationally?’  we  recommend: 

“First,  that  a  campaign  be  placed  in 
the  first  hundred  cities  in  the  United 
States,  where  a  total  circulation  of  ap¬ 
proximately  6,000,000  is  to  be  had  in 
the  morning  newspapers,  6,500,000  in 
the  afternoon  newspapers,  and  7,400,000 
in  Sunday  newspapers. 

For  Maximum  Results 

“Then  .select  a  local  territory  where 
your  goods  are  on  sale  and  where  you 
are  sure  you  will  get  the  maximum  re¬ 
sults  per  dollar  spent — that  is  to  say, 
where  your  salesmen  have  already  sold 


the  dealers  and  your  goods  are  on  sale 
— and  work  that  intt'nsiivly,  with  spe¬ 
cial  advertising  in  the  newspapers  of 
that  locality,  the  dailies  and  the  week¬ 
lies. 

“During  a  recent  investigation,  we 
found  that  local  dealers  in  the  smaller 
towns  have  the  following  preference 
for  advertising  media.  They  believe, 
first,  in  advertising  in  their  local  news¬ 
papers  ;  second,  they  believe  in  large 
city  newspapers  to  back  up  a  campaign 
in  the  local  towns;  third,  national  mag¬ 
azine  advertising. 

“There  is  no  power  that  will  do  more 
to  take  your  goods  off  the  shelves  than 
advertising  in  the  local  newspaper  in 
their  towns — especially  if  such  local 
advertising  is  backed  up  by  National 
Xnespaper  Adi’crtising,. 

“There  is  no  better  way  to  get  your 
goods  on  the  dealers’  shelves  than 
through  such  advertising,  and  you  will 
find  the  publishers  of  those  papers 
wield  a  decided  influence  and  that  the 
dealers  in  those  towns  listen  to  the 
local  publisher  and  do  everything  in 
their  power  to  place  on  sale  goods  ad¬ 
vertised  in  the  local  newspapers. 

Length  of  Campaigns 

“To  get  from  national  newspaper  ad¬ 
vertising  the  best  results  the  adver¬ 
tiser  should  conduct  a  campaign  of  this 
sort  for  at  least  a  full  year,  and,  prefer¬ 
ably,  for  three  years. 

“It  would  practically  eliminate  all 
chance  of  unsatisfactory  results  from  a 
newspaper  campaign  if  the  campaign 
were  carried  through  for  twelve  months. 
Insertions  at  least  twice  a  week,  with 
a  judicious  combination  of  large  and 
small  size  copy,  should  be  used. 

“Other  factors  being  what  they  should 
he.  such  a  campaign  guarantees  success. 

“To  the  advertiser,  I  say  national 


newspaper  advertising  will  enable  him 
to  broaden  his  audience  to  a  tremend¬ 
ous  degree,  without  additional  cost;  it 
will  enable  him  to  reach  that  aug¬ 
mented  audience  swiftly;  it  will  cement 
his  advertising  effort  with  his  sales  fa¬ 
cilities,  eliminating  wasted  effort  in 
advertising;  it  will  enable  him  to  dom¬ 
inate. 

“The  day  of  national  advertising 
through  national  newspapers  is  here! 

“The  recent  success  of  the  newspapers 
in  securing  advertising  is  not  surpris¬ 
ing — when  you  stop  to  think  that  for 
less  than  3-100  of  a  cent  you  can  deliver 
a  full  page  into  the  home  of  a  Chicago 
Daily  .News  or  Chicago  Daily  Tribune 
Reader,  you  will  wonder  why  it  is  more 
full  pages  have  not  been  used  by  ad¬ 
vertisers  before. 

The  Day  of  Newspapers 

“This  is  especially  true  when  it  cost 
such  newspapers  nearly  one  cent  to  pay 
the  newsboy  for  delivering  the  paper  and 
advertising  could  not  mail  or  deliver 
a  page  at  any  ways  near  that  cost — 
and  the  cost  of  white  paper,  composi¬ 
tion  and  printing  is  quite  an  item  these 
days. 

“So  do  you  wonder  that  advertising 
row  realizes  the  economy  of  full-page 
newspaper  advertising  more  than  ever 
liefore. 

“What  we  need  is  more  twelve-month 
all  the  year  round  newspaper  cam- 
Itaigns  and  the  sooner  the  newspapers 
advocate  campaigns  of  that  kind  the 
more  satisfied  the  advertisers  will  be 
and  the  better  results  will  be  obtained 
— and  I  hope  you  newspaper  men  will 
advocate  twelve-month  campaigns  and 
I  am  sure  you  will  receive  unusual  co¬ 
operation  from  every  member  of  the 
American  .Association  of  .Advertising 
.Agents.  117  in  number.” 


First 

La^t  Sunday,  September  21,  The 
New  York  Times  published  609 
eolumiis  (180,264  agate  lines)  of 
paid  advertisements  and  omitted 
8  eolumns  (2,236  agate  lines)  to 
avoid  eiieroaehing  on  the  space 
allotted  to  news. 

This  is  the  greatest  volume  of  advertising 
ever  published  by  a  New  York  newspaper 
ill  a  single  issue,  exceeding  by  9,308  agate 
lines  the  previous  high  record  of  170,660 
agate  lines  published  on  June  29,  1919, 
by  the  newspaper  second  to  The  New 
York  Times. 
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Persistent  Advertising  Promotes  and  Maintains  Supremacy 


Even  a 

Splash  from  Niagara 

would  soon  be  dissipated  by 
the  sun  and  wind  if  water 
did  not  constantly  flow  over 
the  precipice. 


It  is  the  constant  drop  of  water  that  wears  away  the  stone. 

It  is  the  constant  flow  of  advertising  that  promotes  and 
maintains  Business  Supremacy. 

Give  Your  Newspaper  a  Chance  to  “Make  Good” 

BY  CONSTANTLY  INSISTING  THAT  MERCHANTS 
AND  MANUFACTURERS  SHOULD 


“TRY  ADVERTISNG  BY  THE  YEAR” 

IF  YOU  SEE  THE  WISDOM  OF  PRACTICING  WHAT  YOU  PREACH 
WRITE  FOR  INFORMATION  ABOUT  YEARLY  CONTRACTS  IN 


EDITOR  &  PUBLISHER 

WORLD  BUILDING  NEW  YORK  CITY 
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REDUCING  COST  OF  DISTRIBUTION 
IS  AD  AGENCIES’  PURPOSE 


Mastery  of  This  Problem  Is  Great  Task  and  of  Proportionate 
Economic  Value  to  Advertiser,  Publisher  and  Public, 
O’Shaughnessy  Declares 

New  ORLEANS,  Sept.  22. — The  purpose  of  the  advertising 
agency  is  to  reduce  cost  of  distribution  and  the  mastery  of 
this  problem  is  its  especial  study,  James  O’Shaughnessy, 
executive  secretary  of  the  American  Association  of  Advertising 
Agencies,  declared  in  an  address  here  today  at  the  convention  of 
the  Association  Advertising  Clubs  of  the  World. 

“Advertising  must  have  a  commodity  or  a  service  to  advertise, 
hence  the  necessity  for  the  advertiser,”  he  said.  “Advertising  to 
complete  its  function  must  have  a  place  to  appear,  therefore,  the 
radical  need  for  the  publisher.  Advertising  must  properly  promote 
the  distribution  of  the  commodity  or  service  to  the  benefit  or  advan¬ 
tage  of  the  consumer  and  the  public  at  large  and  to  the  advertiser 
and  to  the  publisher  and  consequently  advertising  must  have  the 
requirements  which  only  proficient  advertising  agency  service  can 


supply. 

Publisher  s  Position 

“Ihe  publisher  stands  in  the  com¬ 
manding  position  in  the  transaction, 
however,  because  the  advertiser  and  the 
advertising  agency  must  come  to  the 
publisher  and  so  also  must  come  the  pub¬ 
lic. 

“Three  of  the  four  elements  in  the  ad¬ 
vertising  quantity  depend  directly  upon 
the  fourth,  which  in  the  processes  of 
operation  is  the  third ;  i.e.,  the  pub¬ 
lisher. 

“These  relationships  are  thoroughly 
known  by  the  advertising  agency,  and 
they  are  thoroughly  appreciated.  There 
is  perhaps  no  profession  so  peculiarly 
circumstanced,  so  difficult  at  times  for 
others  to  fully  understand  or  so  thor¬ 
oughly  understood  by  itself. 

“The  advertising  agencies  of  the 
United  States  having  advanced  more 
than  they  have  advanced  elsewhere  have 
given  a  learned  profession  to  the  world. 

Has  Economic  Value 

“While  it  is  a  profession  of  the  high¬ 
est  social  service  those  who  practice  it 
realize  that  it  lives  solely  because  of  its 
economic  value  to  the  publisher,  to  the 
advertiser  and  to  the  public. 

“It  is  by  mastering  the  intricacies  of 
distribution  and  thereby  lessening  waste 
that  the  advertising  agency  reduces  costs 
throughout  the  length  of  the  processes 
of  commerce. 

“The  agency  delivers  to  the  columns 
of  the  publication  the  agate  line  at  a 
smaller  cost  than  the  publisher  could 
secure  it  to  his  columns  by  other  means. 
It  makes  the  agate  line  stay  in  the  col¬ 
umn  at  less  than  the  competing  cost.  It 
makes  the  agate  line  multiply  in  the 
page  as  no  other  force  can,  at  any  bear¬ 
able  cost 

Helpful  Co-worken 

“The  .Advertising  Agency  does  these 
three  things  for  the  publisher,  and  there¬ 
fore,  it  enjoys  with  the  publisher  the  re¬ 
lation  of  helpful  co-worker  which  can 
not  be  impaired.  Improvement  of  the 
intimacy  of  that  relation  in  closer  co¬ 
operation  is  the  profitable  concern  of 
either  of  us. 

“The  publisher  with  a  flat  rate,  which 
is  a  sound  honest  rate  that  he  rigidly 
maintains,  is  serving  the  interests  of  ad¬ 
vertising,  and  in  doing  that  he  is  assist¬ 
ing  the  agency  to  a  more  effective  de¬ 
velopment  and  a  surer  maintenance  of 
advertising  volume. 

“The  archaic  side  in  the  scale  of  rates 
is  a  menace  to  advertising.  It  suggests 
rate  dickering.  It  invites  short  rate 
juggling. 

“It  almost  compels  errors.  It  in¬ 
creases  the  cost  of  advertising.  It  penal¬ 
izes  and  discourages  new  advertisers. 


Is  Commanding  One 

It  burdens  advertising  development  and 
every  burden  upon  advertising  reduces 
the  lineage  and,  therefore,  reduces  the 
net  profits  to  the  publisher, 

“While  the  American  Association  of 
-Advertising  Agencies  is  suggesting  to 
publishers  the  adoption  of  the  standard 
rate  card  it  also  wishes  to  encourage  at 
the  same  time  the  adoption  of  flat  rate. 
The  future  of  advertising  demands  it. 

“When  the  standard  rate  card  is 
adopted  by  all  publications  it  w'ill  de¬ 
liver  out  of  the  overhead  of  the  mem¬ 
bers  of  the  American  Association  of  Ad¬ 
vertising  Agencies  and  into  the  tills  of 
the  publishers  about  $250,000  a  year. 

Will  Reduce  Waste 

“When  the  flat  rate  is  adopted  it  will 
bring  to  the  publisher  nearly  $300,000 
per  year  now  going  to  waste.  It  will 
invite  into  the  tonnage  about  ten  times 
that  much  advertising  money  which  is 
now  in  abeyance  as  annual  volume. 

“When  sizes  of  pages  and  the  number, 
width  and  length  of  columns  are  stand¬ 
ardized  another  huge  saving  will  be 
made.  That  alone  will  give  the  pub¬ 
lishers  about  one  million  dollars  which 
advertisers  appropriate  for  them  but 
which  is  chipped  off  the  publishers’  bill¬ 
ing  as  unavoidable  waste  in  production. 

“Here  is  more  than  a  million  and  a 
half  dollars  a  year  which  the  publishers 
are  preventing  the  advertising  agencies 
in  our  .Association  from  delivering  to 
them  after  getting  it  for  them. 

“This  large  loss  to  the  publisher  is 
further  increased  by  delays  of  schedules 
and  by  publications  being  unavoidably 
left  off  schedules. 

Working  Diligently 

“In  view  of  the  fact  that  so  much  of 
the  commerce  of  the  United  States  em¬ 
ploys  advertising  it  is  a  matter  of  large 
public  concern  that  the  .American  Asso¬ 
ciation  of  Advertising  .Agencies  was 
formed  and  that  it  has  carried  on  its 
work  so  diligently  and  so  unselfishly. 

“We  know  that  if  we  serve  the  pub¬ 
lishing  interests  in  a  better  and  a  fuller 
degree  and  serve  the  advertiser  to  his 
improved  and  more  permanent  profits 
that  we  will  deserve  in  the  estimation 
of  each  of  them  all  that  we  desire  to 
deserve. 

“We  are  so  intimately  related  to  the 
publisher  that  we  cannot  injure  him 
without  more  greatly  injuring  ourselves. 
Our  relation  to  the  advertiser  is  vitally 
articulated  to  his  profitable  going  so  that 
it  survives  in  the  sunshine  of  his  im¬ 
proved  prosperity.  And  our  responsi¬ 
bility  to  the  public  so  unifies  our  service 
into  the  common  good  that  we  hold  as 
our  constituency  the  homes  of  this 
broad  land.” 


152  N.  Y.  PERIODICALS 
PLAN  STOP  OCT.  1 

Are  “Standing  Pat”  on  Their  Determi¬ 
nation  to  Suspend  in  View  of  Union’s 
Refnsal  to  Recede  from  Demands 
on  Commercial  Shops 


One  hundred  and  fifty-two  periodicals 
printed  in  New  York  City,  which  include 
90  per  cent  of  the  magazines  and  other 
publications  of  the  United  States,  prob¬ 
ably  will  suspend  publication  for  an  in¬ 
definite  period,  beginning  October  1. 

In  other  words  there  seems  to  be  no 
likelihood  of  a  break  in  the  deadlock 
between  the  Employing  Printers  of  New 
York  City  and  the  union  men  in  their 
employ  over  the  demands  of  the  latter 
and  the  Periodical  Publishers’  Associa¬ 
tion  is  “standing  pat”  on  its  determina¬ 
tion  to  back  up  the  employers. 

“If  the  unions  don’t  give  way  practi¬ 
cally  all  the  periodicals  in  the  city  are 
agreed  they  will  quit  business  until  such 
time  as  the  industry  can  be  stabilized. 
•A  few  may  move  to  other  cities,”  said 
John  Adams  Thayer,  secretary  of  the 
Periodical  Publishers’  Association. 

A  Few  May  Move 

The  twelve  unions  whose  members 
are  employed  in  the  book,  job  and  com¬ 
mercial  shops  of  the  Employing  Printers 
of  New  York  City  and  who  have  threat¬ 
ened  to  strike  on  October  1  if  certain 
demands,  including  an  increase  in  wages 
of  $14  a  week  and  a  44-hour  week,  are  not 
granted,  will  hold  a  mass  meeting  next 
Sunday  to  decide  whether  the  men  will 
walk  out  of  the  shops  on  the  day  fol¬ 
lowing. 

The  unions  have  agreed  to  hold  an¬ 
other  conference  with  the  employers  to¬ 
day,  but  inasmuch  as  they  have  rejected 
the  employers’  offer  of  a  $6  a  week  in¬ 
crease,  and  the  employers  have  let  it  be- 
understood  that  this  is  their  ultimatum, 
neither  side  expects  that  the  situation 
will  be  changed  by  the  conference. 

Five  thousand  members  of  the  press¬ 
men’s,  press,  feeders  and  paper  handlers’ 
unions  met  at  Cooper  Union  yesterday 
and  voted  to  appoint  a  committee  to 
negotiate  with  the  employers  on  con¬ 
dition  that  the  demands  for  $14  a  week 
increase  in  wages  and  the  44-hour  week 
are  granted  previous  to  October  1. 

-As  the  employefs  declare  they  will 
not  grant  the  demands,  this  action  is 
taken  to  indicate  greater  probability  of 
a  strike  than  has  previously  existed. 
The  pressmen  and  paper  handlers  will 
meet  again  Sunday,  likewise  the  Typo¬ 
graphical  Union  members,  to  vote  on  a 
“strike”  October  1. 

Awaiting  Developments 

Col.  William  Green,  vice-president  of 
the  United  Typothetae  of  America,  said 
that  the  employers,  having  made  their 
proposals,  coupled  with  an  offer  to  ar¬ 
bitrate  any  and  all  points  in  controversy, 
had  decided  to  wait  developments  of  the 
next  few  days.  “What  the  printers  want 
is  some  degree  of  stability  in  the  indus¬ 
try,”  he  said. 

“Nataralir  this  condition  can  only  be  obtained 
through  contracts,  fairly  made  and  falthfnlly 
kept.  Tbe  employers  bare  conaUtently  stood  for 
observance  of  old  contracts  and  for  methods  of 
conference,  conciliation  and  arbitration  in  tbe 
making  of  new  ones. 

“We  bare  placed  no  limitations  or  exceptions 
on  this  policy  In  the  present  controversy.  Tot 
example,  althongb  both  tbe  employers'  and 
unions’  national  organizations  have  agreed  on 
May  1,  1921,  as  a  practicable  date  for  the  es- 
tab'llsliment  of  the  forty-four  hour  vieek,  we  have 
otfered  even  to  arbitrate  on  that  point.  On 
the  contrary,  the  local  unions  have  refused  to 
discuss  wages  or  working  conditions  unless  the 
forty-four  hour  week  was  first  conceded,  arbitra¬ 
tion  or  no  arbitration. 

"A  lockout,  or  any  action  that  conld  possibly 
be  construed  as  a  lockout,  has  and  will  be 
avoided,  since  our  whole  effort  Is  to  settle  the 
points  at  issue  through  amicable  means.” 

The  demands  of  the  unions  were 


unanimously  endorsed  by  Typographical 
Union  No.  6,  the  principal  organization 
involved,  at  a  meeting  of  record  atten¬ 
dance  last  Sunday,  despite  the  efforts  of 
the  International  officials  of  the  unions 
making  up  the  printing  trades  unions, 
who  urged  the  men  to  wait  for  the  44- 
hour  week  until  May,  1921,  in  accor¬ 
dance  with  an  agreement  the  Interna¬ 
tional  unions  have  with  the  employing 
printers. 

The  meeting  was  said  to  be  the  largest 
ever  held  by  “Big  Six.”  Not  only  were 
the  printers  engaged  in  the  commercial 
plants  present,  but  hundreds  from  news¬ 
paper  offices,  who  are  not  affected  by 
this  particular  controversy,  but  who  fa¬ 
vor  the  same  wage  scale  for  commercial 
printers  that  prevails  in  newspaper  of¬ 
fices,  attended. 

President  Rouse  explained  the  purpose 
of  the  10  per  cent  assessment  now  being 
levied  by  the  union.  There  were  sug¬ 
gestions  from  different  parts  of  the 
house  to  make  it  25  per  cent. 

“Will  Beat  International” 

At  the  outset  of  the  meeting  President 
Rouse  reported  to  the  union  the  progress 
of  the  negotiations  with  the  employing 
printers. 

He  asserted  that  the  men  in  the  com¬ 
mercial  offices  had  not  received  what 
they  were  entitled  to,  but  had  been  held 
down  to  smaller  wages  than  are  paid  in 
the  newspaper  offices.  He  said  6,500 
members  of  "Big  Six”  were  employed  in 
commercial  shops.  He  declared  he 
would  “beat  the  international  officials  at 
their  own  game.” 


N.  Y.  Herald  and  Telegram 
Install  New  Equipment 

Increase  in  Volnme  of  Advertising  Make 
It  Necessary  to  Enlarge  Plant  Gen* 
eraUy,  Management  Reports 


Following  the  extensive  alterations 
and  the  installation  of  an  entire  steel 
furniture  equipment  in  the  composing 
room  of  the  New  York  Herald  and 
Evening  Telegram,  eleven  of  the  lat¬ 
est  model  Mergenthaler  machines 
have  been  purchased  for  immediate 
delivery,  as  the  requirements,  at¬ 
tributable  to  the  increased  volume  of 
advertising  on  both  papers,  make  it 
mandatory  to  enlarge  the  plant  in 
general,  the  management  reports. 

The  Herald  Company’s  stereotype 
department  has  been  reinforced  by  the 
addition  of  two  double  Junior  Auto¬ 
plate  machines  and  other  stereotype 
equipment. 

Arrangements  are  also  pending  for 
the  purchase  of  five  new  fast  speed 
presses  which  will  be  required  to  fur¬ 
nish  the  large-sized  papers  as  neces¬ 
sarily  issued  daily  and  Sunday  by  the 
Herald  and  Evening  Telegram. 


Fine  Number  in  Houston 

Houston,  Sept.  24. — The  Post  is  re¬ 
ceiving  all  kinds  of  words  of  praise  for 
its  enterprise  exhibited  in  “The  Inter¬ 
coastal  Edition,”  issued  September  18. 
One  of  the  outstanding  features  was  the 
full-page  illustrations,  with  articles  set¬ 
ting  forth  the  story  of  the  development 
of  the  Houston  ship  channel. 


Mulligan  and  Scheerer  Named 

Kenosha,  Wis.,  Sept.  23. — The  pub¬ 
lishers  of  the  News  have  appointed 
R.  R.  Mulligan,  New  York,  and  H. 
Edmund  Scheerer,  Chicago,  as  national 
advertising  representatives. 
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ENGINEERS’  PRODUCTS 
NEED  BETTER  ADS 


Association  Formed  in  Chicago — First 
Step  to  Improve  Selling  Methods — 
Leading  Trade  Advertising 
Men  Among  Founders 


Chicago,  Sept.  23. — The  Engineering 
Advertisers’  Association  of  Chicago  is 
a  new  organization  whose  membership 
is  limited  to  advertising  and  sales  ex¬ 
ecutives  of  concerns  engaged  in  the 
manufacture  of  engineering  products, 
its  founders  including  H.  L.  Delander 
of  the  Crane  Company:  P-  A.  Powers 
of  the  Benjamin  Electric  Manufactur¬ 
ing  Company;  Glenn  H.  Eddy  of  the 
Green  Engineering  Company;  J.  J. 
Arnsfield  of  Fairbanks,  Morse  &  Co., 
and  Albert  H.  Hopkins  of  the  C.  F. 
Pease  Company. 

It  is  the  judgment  of  these  men  that 
the  advertising  activities  of  manufac¬ 
turers  of  engineering  products  have  as¬ 
sumed  such  magnitude  as  to  necessitate 
an  independent  organization  devoted 
exclusively  to  this  special  field.  P.  A. 
Powers,  one  of  the  directors,  outlined 
the  purposes  of  the  association  as  fol¬ 
lows  : 

"We  seek  to  improve  present  meth¬ 
ods  of  advertising  and  selling  engineer¬ 
ing  products  by  trying  to  bring  the 
truth  to  bear  upon  our  problems,  by 
each  one  laying  down  his  own  methods 
and  submitting  to  friendly  criticism;  by 
co-operating  in  various  active  efforts 
and  by  the  interchange  of  ideas  and  ex¬ 
periences." 

The  committee  in  charge  of  the  win¬ 
ter  program  has  arranged  for  a  com¬ 
prehensive  series  of  lectures  which  will 
be  delivered  at  the  monthly  meetings 
by  mei^  who  are  recognized  authorities 
on  the  subjects  assigned.  Such  ques¬ 
tions  as  better  typography  in  engineer¬ 
ing  advertising ;  the  use  of  art  "in  adver¬ 
tising  technical  products;  markets  and 
their  analysis;  the  kind  of  data  which 
should  be  accumulated  by  advertising 
managers  and  other  very  practical  top¬ 
ics  will  be  discussed  by  experts. 

The  membership  now  includes  a  great 
many  of  the  members  of  the  advertising 
profession  who  are  prominent  in  their 
work.  The  control  of  the  association 
is  vested  entirely  in  advertising  and 
sales  directors,  as  it  is  the  intention  to 
limit  the  membership  to  men  actively 
engaged  in  advertising  and  selling  engi¬ 
neering  products. 


Coleman,  E.  T.  Peterson,  O.  C.  Emery 
and  Mae  D.  Hendryx  of  the  Beacon; 
J.  W.  Doze,  Jeff  D.  Dickerson,  Mary  B. 
Kellar  and  I.  M.  Noble  of  the  Eagle; 
W.  W.  Walter  and  Charles  E.  Downs, 
Western  Newspaper  Union;  Major 
Park  E.  Warren,  Democrat;  L.  C.  Ball, 
Catholic  Advance;  R.  C.  Tremaine, 
Plain  Dealer,  and  K.  G.  Warrick,  Daily 
Stockman. 


JUDGE  CLAMPS  “LID’ 
ON  GRAND  JURY 


Charges  Parkers’  Investigation  in  Chicago 
Is  Being  Tried  in  Newspapers — 
Threatens  Dismissal  if  Leaks 
Continue 


Chic.\go,  Sept.  19. — Judge  Carpenter 
of  the  Federal  Court,  in  charge  of  the 
Grand  Jury  investigating  the  packers, 
asserted  today  that  Attorney  General 
Palmer  and  Prosecutor  Kresel  are  try- 
itig  the  case  in  the  newspapers  and 
threatened  to  dismiss  the  Grand  Jury  if 
the  Government  representatives  did  not 
take  steps  to  prevent  "leaks.” 

Judge  Carpenter  said  he  had  seen 
many  stories  in  the  newspapers  which 
purported  to  show  what  the  Grand 
Jury  had  done  or  was  planning  to  do. 

I  don’t  believe  these  stories  were  the 
product  of  the  minds  of  the  newspaper 
men,”  said  he.  “They  indicate  there  is 
some  one  connected  with  the  prosecu¬ 
tion  who  is  giving  out  information  with¬ 
out  proper  authority.  If  stories  like 
these  are  printed  and  opinions  of  Prose¬ 
cutors  are  quoted  it  will  be  necessary 
to  dismiss  the  Grand  Jury  and  impanel 
another." 

In  one  story  Judge  Carpenter  was 
quoted  as  willing  to  co-operate  with  At¬ 
torney  Kresel  to  prosecute  the  packers. 
The  Judge  branded  the  statement  as 
ridiculous,  and  said  any  such  remark 
would  disqualify  him  from  trying  the 
case.  He  then  had  the  clerk  read  the 
oath  to  the  Grand  Jury,  in  which  mem¬ 
bers  are  pledged  to  secrecy. 

Letters  and  documents  indicating  con¬ 
spiracy  on  the  part  of  the  defendants 
have  been  given  to  the  press  before  be¬ 
ing  submitted  to  the  jury. 


Southwest  Will  Welcome 
President  Wilson 

Newspaper  Workers  to  Have  Leading 
Part  in  Oklahoma  City  and 
Wichita  Programs 


Retiring  Editor  “Bears  no  Malice” 
LonsviMF.,  Ky.,  Sept.  20.— Edgar  S. 
■Mhright,  for  twenty  years  owner  and 
publisher  of  the  Mount  Vernon  Signal, 
has  just  disposed  of  the  property  to  the 
Rev.  H.  T.  Young.  Mr.  Albright,  in  his 
valedictory,  thanks  his  friends  for  their 
encouragement  and  "toward  those  who 
heaped  criticism  after  criticism,  and 
oftentimes  without  having  any  reason 
for  so  doing,  we  hold  no  malice.”  Mr. 
.Mhright  is  one  of  Kentucky’s  best- 
known  editors. 


Oklahoma  City,  Mo.,  Sept.  23. — 
Friday,  September  26,  the  date  on 
which  President  Wilson  is  scheduled  to 
deliver  an  address  in  this  city,  has  been 
selected  by  the  Oklahoma  Editorial  As¬ 
sociation  officials  as  “Press  Day”  at  the 
Oklahoma  State  Fair.  A  large  delega¬ 
tion  of  State  newspaper  men,  probably 
the  largest  assembled  outside  of  a  regu¬ 
lar  association  meeting,  is  expected  to 
hear  the  President.  J.  W.  Kayser, 
president  of  the  state  association,  will 
preside  at  the  special  program. 


Wichita,  Kan.,  Sept.  24. — The  news¬ 
paper  correspondents  with  the  Wilson 
special,  which  is  due  here  Friday  morn¬ 
ing,  will  be  given  a  breakfast  by  the 
Wilchita  Board  of  Commerce. 

The  following  newspaper  men  and 
women  are  on  the  committee :  S.  A. 


Joint  Advertising  for  Texas  City 

San  .Antonio,  Tex.,  Sept.  23. — The 
Chamber  of  Commerce  has  decided  to 
spend  $20,000  in  advertising  the  advan¬ 
tages  of  San  Antonio  as  a  resort.  The 
money  will  be  invested  in  a  joint  cam¬ 
paign  with  the  U.  S.  Railroad  Admin¬ 
istration,  ill  which  all  the  resorts  of 
Texas  are  to  be  promoted.  Other 
cities  to  co-operate  are  Galveston,  Min¬ 
eral  Wells,  Corpus  Christ!  and  Marlin. 


Irish  Papers  Resmne 

Dublin,  Sept.  22. — Publication  of  the 
Cork  Examiner  and  the  other  newspa¬ 
pers  suppressed  on  last  Wednesday  for 
printing  advertisements  of  the  proposed 
“Irish  Republic”  loan  were  resumed  to¬ 
day,  the  embargo  against  them  having 
been  lifted. 


The  Way  to 
Reach  the  Heart 
of  New  Jersey 

The  man  who  seeks  to  reach  the  heart  of  a  proud 
woman  cannot  approach  her  successfully  through 
a  third  party. 

No  more  can  an  advertiser  hope  to  reach  the 
heart  of  a  great  state  like  New  Jersey  through 
newspapers  published  in  the  cities  bordering  the 
state. 

The  Advertiser  must  get  to  the  people  of  the 
state  with  and  through  the  newspapers  published 
in  New  Jersey — the  papers  that  are  the  pulse, 
the  heart  beat  of  the  towns  in  which  they  are 
printed. 

Not  that  the  people  do  not  read  the  metro¬ 
politan  papers  in  large  numbers — they  do;  but 
no  outside  paper  has  the  intimate  touch  of  the 
home-paper. 

The  obvious  thing  to  do  is  to  include  in  your  list 
of  mediums 


These  New  Jersey  Newspapers 


Asbury  Park  Press  (E) . 

Atlantic  City  Press  (M)  Union  (E) . 

Elizabeth  Journal  (E)  (A.  B.  C.) . 

Hackensack  Record  . 

Hudson  Observer  (Hoboken) . 

Passaic  Herald  (E) . . 

Passaic  News  (E) . 

Paterson  Press-Guardian  (E) . 

Perth  Amboy  Evening  News  (E) . 

Plainfield  Courier-News  (E) . 

Government  Statement,  April  1st,  1919. 

*A.  B.  C.  Report,  April  1st,  1919. 


Circulation. 

Rate 

5,000  lines 

. .  7,122 

.0225 

. .  14,871 

.035 

. .  17,656 

.04143 

. .  4,879 

.0178 

. .  43,000 

.08 

. .  8,535 

.025 

. .  8,427 

.025 

. .  12,686 

.03 

. .  *8,723 

.025 

. .  7,908 

.0214 
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NEWSPAPERS  CAN  HELP  PROMOTE 
PAN-AMERICANISM 

Fullest  Exchange  of  Bona-Fide  News  Between  North  and  South 
America  Needed,  John  Barrett  Tells 
A.  A.  C.  of  W. 

HOW  NEWSPAPERS,  press  associations  and  advertising  men  of  the 
United  States  may  co-ojjerate  with  men  engaged  in  similar  lines  of 
work  in  South  America  to  i)romote  l^etter  trade  and  political  relations 
was  the  theme  of  a  paper  presented  by  John  Barrett,  director  general  of  the 
Pan-American  Union,  at  the  convention  of  the  Associated  Advertising  Clubs 
of  the  World  at  New  Orleans.  He  said  in  part: 

Fifteen  years  ago  the  annual  commerce  of  the  United  States  with  Latin 
America  was  valued  at  approximately  $450,000,000;  now  it  has  reached  the 
magnificent  total  of  $1,750,000,000,  or  an  impressive  and  remarkable  in¬ 
crease  of  nearly  .>00  {)er  cent.  Then  Great  Britain  and  Germany  led  the 
United  States  in  their  trade  with  fifteen  of  the  twenty  Latin  .American  coun¬ 
tries;  even  Ijefore  the  world  war  broke  out  the  United  States  was  leading 
Great  Britain  and  Germany  in  trade  with  fifteen  of  the  twenty  countries,  a 
complete  reversal  of  conditions! 

Seven  Suggestitms  for  Co-operation 


■‘In  view,  therefore,  of  the  immense 
importance  of  tliis  situation,  the  follow¬ 
ing  suggestions 
are  respectfully 
submitted  to  this 
conference : 

“1.  Let  the 
-American  News¬ 
paper  Publishers’ 

Association,  the 
.Associated  Press, 
the  United 
Press,  other 
press  associa¬ 
tions,  and  the 
Associated  .Ad¬ 
vertising  Clubs  of 
the  World  plati  now  to  invite  to  their 
1920  conventions  and  meetings  repre¬ 
sentative  publishers,  editors,  and  other 
newspaper  and  advertising  men  from 
Latin  .America,  in  sufficient  time  ahead 
so  that  acceptance  on  their  part  may  be 
assured,  and  then  to  fieovte  one  or  more 
days  to  a  discussion  of  Pan-.American 
questions  with  a  free  and  untrameled 
exchange  of  views,  and  to  getting  well 
acqtiainted. 

For  Mutual  L'nder^tanding 

“2.  Let  these  organizations,  individ¬ 
ually  or  collectively,  arrange  for  a  visit 
to  the  Unite<l  States,  for  the  purpose  of 
mutual  acquaintance,  understanding  and 
general  benefit,  on  the  part  of  the  repre¬ 
sentative  publishers,  editors  and  adver¬ 
tising  men  of  Latin  .America,  after  or 
before  these  conventions  arc  held. 

Let  the  publishers,  editors  and 
advertising  men  of  the  L’nited  States 
arrange,  in  co-operation  with  their  col¬ 
leagues  of  Latin  .America,  a  special  visit 
to  the  Latin  American  countries  to  study 
cotiditions  of  publishing,  editing  and  ad¬ 
vertising,  and  to  become  thoroughly  ac¬ 
quainted  with  Latin  .American  condi¬ 
tions.  surroundings,  and  viewpoints. 

“4.  Let  the  representative  publishers, 
editors  and  advertising  managers  of  the 
leading  newspapers  atid  other  publica¬ 
tions  of  both  North  and  South  .America 
join  in  forming  an  international  pub¬ 
lishers’  organization  and  in  appointing 
an  international  vigilance  board  or  com¬ 
mittee,  so  to  speak,  such  as  suggested 
by  Herbert  Houston,  former  president 
of  this  association,  at  the  recent  Pan- 
.American  Commercial  Conference,  to 
pass  upon  the  standards  and  methods  of 
advertising,  which  will  meet  the  approval 
of.  and  be  supported  by,  the  press  of 
both  continents. 

“5.  Let  the  .Associated  .Advertising 
Clubs  of  the  World  organize  in  their 
New  York  office  a  Pan-.American  sec¬ 
tion,  with  competent  Latin  .American  ad¬ 
visers.  which  will  act  as  a  clearing  house 


and  bureau  of  information  for  Pan- 
.American  publishing,  publicity,  and  ad¬ 
vertising.  and  which  shall  be  of  practical 
service  alike  to  the  newspapers  and 
other  publications  and  general  advertis¬ 
ing  interests  of  both  North  and  South 
\merica.  ■ 

“6.  Let  the  newspapers  and  jtress  as¬ 
sociations  of  both  North  and  South 
.\merica  grasp  the  fact  that  the  fullest 
exchange  and  printing  of  l>ona-fide  news 
concerning  the  other  countries  in  each 
Pan-.American  country  will  be  a  most 
powerful  factor  in  promoting  practical 
Pan-.American  understanding  and  co¬ 
operation  and  let  the  press  of  the  United 
States  set  the  pace  in  printing  compre¬ 
hensive  news  from  Latin  America  so 
that  the  people  of  the  United  States  may 
have  constantly  placed  before  them  the 
news  and  facts  which  will  cause  them  to 
reajize  the  greatness,  progress  and  im¬ 
portance  of  the  Latin  American  coun¬ 
tries. 

“7.  Finally,  let  every  facility  be  pro¬ 
vided  for  the  editors  and  shapers  of 
Itublic  opinion  in  both  North  and  South 
.America  to  get  together  at  not  too  dis¬ 
tant  intervals  and  frankly  exchange  their 
views  as  to  Pan-.American  friendship, 
Pan-.American  politics,  Pan-.American 
commerce,  Pan-.American  co-operation 
in  all  matters  of  common  interest,  and 
general  Pan-.\merican  relations,  so  that 
they  may  not  only  advance  directly  the 
welfare,  progress,  happiness  and  peace 
of  Pan-.America,  but  thereby,  indirectly, 
of  all  the  world  and  make  Pan-Ameri¬ 
canism  a  recognized  and  approved  policy 
and  principle  the  world  over.” 


NEWSPAPERS  RESENT 
ROBERTSON’S  TALK 


Canadian  ”M.  P.”  Remarks  Taken  to 
Mean  That  Dominion  Press 
Must  “Be  Good”  or  Lose 
Service  .Advantages 

Toronto,  Sept.  24. — There  is  a  ten¬ 
dency  among  newspapermen  here  to  re¬ 
sent  Senator  G.  D.  Robertson’s  criticism 
of  the  press  delivered  Ijeforc  the  Na¬ 
tional  Industrial  Conference  at  Ottawa 
this  week. 

Senator  Robertson,  who  is  the  Domin¬ 
ion  Minister  of  Labor  and  presiding  of¬ 
ficer  at  the  conference,  took  occasion  at 
the  opening  of  one  of  the  sessions  to 
refer  to  alleged  unfairness  in  the  han¬ 
dling  of  reports  of  the  conference,  par¬ 
ticularly  as  related  to  headlines.  Sev¬ 
eral  of  these,  he  contended,  gave  an  al¬ 
together  wrong  impression  of  the  situa¬ 
tion.  With  this  criticism,  no  very  seri¬ 


ous  fault  could  be  found,  but  when  the 
Senator  proceeded  to  refer  to  the  deficit 
of  six  million  dollars  in  carrying  news¬ 
papers  through  the  mails  each  year  and 
to  the  Dominion  subsidiary  to  the  tele¬ 
graphic  news  service,  both  of  which 
costs  were  borne  by  the  people,  he  en¬ 
tered  on  rather  dangerous  ground. 

The  implication  was  that  the  press 
must  be  good  and  do  what  it  was  told, 
or  else  these  advantages  might  be  with¬ 
drawn.  Naturally  an  appeal  for  ac¬ 
curacy  and  impartiality  would  be  in  or¬ 
der,  but  to  couple  it  up  with  reference 
to  the  benefits  enjoyed  by  the  press 
through  the  generosity  of  the  govern¬ 
ment  partakes  rather  too  much  of  a 
threat. 


“Keystone”  Stale  Papers  Merge 
M.xhonoy  City,  Pa.,  Sept.  21.— The 
.\merican  Tribune  and  the  Record, 
founded  in  1W)2,  have  been  merged. 
James  P.  Kirchner,  former  editor  of 
the  Tribune,  will  be  the  general  mana¬ 
ger  and  editor. 


Field  Leaves  Rand  Company 
Detroit,  Mich.,  Sept.  22. — The  adver¬ 
tising  department  of  the  Speaker-Hines 
Printing  Company,  this  city,  has  been 
])laced  in  charge  of  E.  B.  I’ield.  lately 
advertising  manager  of  the  Rand  Com¬ 
pany.  North  Tonawanda,  N.  Y. 


ADVERTISING  RATES  MUST 
PROVIDE  PROFITS 

(Continued  from  Page  8.) 
papers  in  those  days,  as  there  are  today, 
giving  far  greater  values,  but  the  ten¬ 
dency  is  undoubtedly  for  much  higher 
rates. 

“The  old  order  was  typified  by  my  ex¬ 
perience  in  Louisville. 

“1  followed  ‘Harry’  Parker  on  the 
Herald.  He  established  a  rate  of  2 
cents  a  line  for  the  daily  morning  news¬ 
paper  and  I'/i  cents  for  the  Sunday.  The 
Courier-Journal  rate  was  3^  cents  daily 
and  5  cents  Sunday.  Then  Harry  made 
a  great  drive  for  volume  of  business. 
■Actually,  the  more  business  we  got.  the 
more  money  we  lost.  It  is  no  secret 
that  all  the  newspapers  in  the  field  were 
losing  money  in  those  days. 

“Now  they  do  things  differently  in 
Louisville.  They  have  a  publishers’  .As- 
,  sociation  and  they  get  together.  Re¬ 
sult — all  the  newspapers  there  are  now 
making  money — ask  R.  E.  Hughes,  or 
C.  F.  Gladfeiter,  or  W.  W.  Stouffer. 
Maybe  they  get  together  on  advertising 
rates ;  I  don’t  know.  Hut  I  would  say, 
if  they  don’t,  they  ought  to,  because  the 
merchants  of  practically  every  town  get 
together  on  practically  everything  and 
the  newspaper  publisher  who  fails  to  do 
the  same  hasn’t  a  ghost  of  a  chance  to 
win  in  a  big  way. 

Present  Rates  Surprisingly  Low 

“Hut  what  are  the  facts  with  respect 
to  present  newspaper  rates?  Briefly, 
this : 

“Four  hundred  and  eleven  morning 
newspapers  have  an  average  rate  per  line 
per  thousand  circulation  on  a  5,000  line 
foreign  rate  basis  of  .0023971,  or  a  little 
more  than  one-fifth  of  a  cent  per  line 
per  thousand  of  circulation. 

“One  thousand  three  hundred  and 
thirty-four  evening  newspapers  have  an 
average  rate  per  line  per  thousand  of 
.00239.52.  or  a  little  less  than  a  quarter  of 
a  cent. 

“Four  hundred  and  forty-one  Sunday 
newspapers  have  an  average  rate  per  line 
per  thousand  of  .0017256,  or  about  one- 
sixth  of  a  cent  per  line  per  thousand. 

“The  average  rate  per  line  per  thous¬ 
and  for  the  2,186  newspapers  listed  is 
.0021246,  or  about  one-fifth  of  a  cent 
per  line  per  thousand. 


“This  survey  includes  43,634,084  net 
paid  circulation  per  day  out  of  a  total 
net  paid  newspaper  circulation  of  44,- 
592,844. 

“Think  of  it — one-fifth  of  a  cent  per 
line  per  thousand  net  paid  circulation 
for  the  great  primary  medium  of  adver¬ 
tising — the  Daily  Newspaper. 

Comparisons  with  Magazine  Rates 

“(ientlemen,  this  rate  is  too  low! 

“Contrast  this  average  rate,  one-fifth 
of  a  cent  per  line  per  thousand,  with 
the  following: 

nr  nr  n  emit  f«»r  21  (ieiieral 

MHi£HXineH. 

'•.DD.V1JUI2  ur  Uj  «»f  u  eeiit  for  11  Woiiien’a 

MHKMZllieK. 

•'.DD74-ltil  7  10  of  a  cent  for  7  (’Ihhh  Pub¬ 
lications. 

“.DO0OI8S  or  B/IO  tif  H  cent  for  S  Weekl.v 
IMiblicHtiouH. 

“The  average  for  the  47  magazines  is 
.0958603,  or,  say  roughly,  about  3/5  of  a 
cent  per  line. 

"Oiie-fifth,  roughly,  for  the  news¬ 
papers. 

“Three-fifths,  roughly,  for  the  mag¬ 
azines. 

"Gentlemen,  it’s  a  tragedy — you’re 
practically  giving  away  your  space. 

“Thousands  of  department  stores  are 
buying  newspaper  space  at  a  whole  lot 
less  than  cost.  ' 

“Now  as  to  figuring  profit: 

‘‘I  firmly  believe  that  every  publisher 
is  entitled  to  a  piece  of  every  dollar  that 
goes  over  his  counter;  don’t  you? 

“Marcellits  E.  Foster  of  the  Houston 
Chronicle  tells  me  that  he  computes 
profits  after  the  manner  of  the  dry  goods 
merchant. 

“Some  of  the  merchants  of  New  York 
claim  to  sell  merchandise  at  cost  and  to 
make  their  profits  out  of  the  ca.sh  dis¬ 
counts.  For  example,  if  a  merchant 
turns  his  stock  ten  times  a  year  and 
makes  a  2  per  cent  cash  discount  on  each 
and  every  turnover  he  has  made  a  profit 
of  20  per  cent. 

“Mr.  Foster  says  that  his  earnings  this 
year  will  total  a  million  dollars  and  he 
thinks  he  ought  to  have  a  profit  of  10 
per  cent  on  that  amount.  He’s  right, 
isn't  he?  That’s  little  enough,  isn’t  it? 
Especially  so  when  you  consider  the 
risks  and  the  hazards  of  the  newspaper 
publishing  business. 

Entitled  to  Sound  Business  Profits 

“Newspapers  are  certainly  entitled  to 
a  sound  business  profit — as  far  as  I  know 
there  never  has  been  any  great  publisher- 
profiteer. 

“With  the  wide  variance  in  cost  of 
things  entering  into  production — men. 
machinery,  material — it  is  obviously  un¬ 
fair  to  name  any  national  standard  of 
value. 

“The  only  way  to  judge  a  proper  rate 
is  for  an  advertiser  to  decide  where  he 
wants  to  go  and  then  to  pick  the  medium 
that  will  take  him  there  quickest  and 
cheapest — and  obviously  the  newspaper 
will  do  this  at  even  twice  the  present 
rate — results  considered. 

“We  are  fast  coming  to  the  day  when 
advertisers  will  want  to  know  the  ‘who’ 
of  circulation  quality  as  well  as  the 
‘what'  of  circulation  quantity. 

“In  the  final  analysis,  circulation  reve¬ 
nue  may  not  be  expected  to  pay  more 
than  the  cost  of  white  paper  and  cir¬ 
culation  distribution  expense. 

“The  advertising  revenue  must  pay  for 
the  other  publication  costs  plus  a  reason¬ 
able  return  on  the  investment — to  the 
public,  the  readers,  to  profit  sharing  la¬ 
bor,  and  to  capital. 

“A  proper  newspaper  advertising  rate, 
therefore,  is  one  that  assures  a  strong, 
vigorous,  growing  concern,  returns  a 
handsome  profit  to  the  public,  enables 
employes  to  participate  in  the  profit,  and 
the  capital  invested  to  obtain  a  return 
commensurate  with  the  hazard  of  its  in¬ 
vestment.” 
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CONCILIATION  BOARD 
FOR  “C.P.L.”  DISPUTE 


Telexraphers  of  Canadian  News  Service 
Agree  to  Submit  Demands  for 
Higher  Wages — Contract  - 
Expired  August  31 


Toronto,  Sept.  22. — Negotiations  be¬ 
tween  the  Canadian  Press,  Limited,  and 
their  operators,  comprising  the  Cana¬ 
dian  Press  Division  of  the  Commercial 
Telegraphers’  Union,  which  have  been 
in  progress  since  the  first  of  the  month, 
liave  culminated  in  a  request  from  the 
union  for  a  board  of  conciliation.  The 
agreement  under  which  the  two  parties 
were  operating  terminated  on  August  31 
and,  while  the  Canadian  Press  was  anx¬ 
ious  to  got  a  new  agreement  signed  up 
before  that  date,  the  telegraphers  de¬ 
layed  action  until  too  late. 

Deadlock  Exists 

Subsequently  their  demands  proved  so 
extreme  that  a  deadlock  was  reached. 
The  Canadian  Press  directors  were  pre¬ 
pared  to  do  as  well  for  their  men  as 
any  of  the  press  services  in  the  United 
States,  and  in  the  end  offered  rates  aver¬ 
aging  above  those  paid  by  the  Asso¬ 
ciated  Press,  but  the  men  contended  that 
the  cost  of  living  in  Canada  was  so 
much  higher  than  in  the  United  States 
that  they  needed  considerably  more. 

It  i.s  probable  that  the  “C.  P.”  will 
agree  to  appoint  a  representative  to  a 
board  of  conciliation,  though  they  will 
insist  that  the  finding  of  the  board  must 
be  accepted,  no  matter  which  side  it 
favors. 

A  board  of  conciliation  differs  from 
a  board  of  arbitration  in  Canada,  in  that 


in  the  case  of  the  former  the  third 
member  is  appointed  by  the  Department 
of  Labor,  whereas  for  the  latter  the  rep¬ 
resentatives  of  employer  and  employe, 
respectively,  select  the  third  member. 
Its  findings  are  not  necessarily  binding 
on  either  party. 

LIPMAN  JOINS  MAYER  BROS. 


Tale  of  a  Periodical  Perambulation— 
and  the  Pursuit 

Cincinnati,  Ohio,  Sept.  17,  IfilO. 

To  the  K<lltor: 

Yea,  brethren,  this  la  a  truthful  tale,  hot  It 
Beetns  almost  sacrllepe  to  further  hurl  anathema 
at  the  (IoiIrIiiR  heads  of  onr  more  or  less  effi¬ 
cient  postal  experts. 

I  am  always  decidedly  opposed  to  kicking  at 
a  corpse  or  sirikiiig  at  a  man  when  he  Is  on  the 
toboggan  headed  down  lilll,  and  I '  woiildn*t  tell 
this  Btory  now,  except  for  the  fact  that  I  am 
still  “peeved.” 

Of  course,  tills  won’t  hurt  Mr.  Burleson  or  Ills 
personally  conducted  and  administered  efficiency 
program;  not  a  whit,  as  he  Is  impervious  to  com¬ 
plaint  and  bomb  proof  to  protest — but  tills  is 
what  happened — away  back  yonder  during  the 
merry  month  of  June. 

There  was*  a  convention  being  held  In  Cleve¬ 
land  on  Tuesday  and  Wednesday  of  a  certain 
week.  Our  islitor-ln-chlef  was  one  of  the  lead¬ 
ing  delegates.  Our  periodical  Is  a  weekly  publi¬ 
cation  on  wlilch  forms  are  usually  closed  late 
Tuesdays.  Tills  particular  Issue  contained  mat¬ 
ter  that  It  was  desired  to  get  Into  the  hands  of 
the  delegates  attending  the  aforesaid  convention, 
wherefore,  forms  were  closed  several  hours 
earlier  than  customary. 

At  four  o’clock  on  the  afternoon  of  Tuesday 
we  had  a  bundle  containing  200  copies, 
wrapped,  addressed,  bearing  special  delivery 
stamp,  and  on  our  own  truck  on  Its  way  to  the 
post  office.  The  first  train  leaving  for  Cleveland 
would  be  at  0;0.%  p.  m.,  with  three  others  fol¬ 
lowing  before  midnight,  any  one  of  which  would 
In  ordinary  ^•ourae  he  able  to  deliver  this  package 
at  destination  before  0  a.  in.  the  next  morning, 
which  would  lie  in  ample  time  for  the  conven¬ 
tion. 

Onr  good  editor  was  notified  by  wire  that  the 
bundle  "was  on  Its  way.”  .\fter  breakfast  he 
called  at  the  desk  of  his  hotel  for  the  package. 
Nothing  doing.  He  called  up  the  Cleveland  iiost 
office.  Hadn’t  been  received.  He  telegraphetl 
and  1  answered.  .\11  day  he  sat  In  the  conven¬ 
tion,  but  no  package;  the  convention  adjourned; 
the  delegates  dispersed  and  left  the  city  by 
night  trains;  the  object  for  which  the  papers 
had  been  Intended  had  been  defeated  completely. 

Is>!  Listen ! 

Slometime  between  sunset  Wedi'iesday  and  sun¬ 
rise  Thursday,  this  bundle  of  200  papers  bearing 
a  special  delivery  stamp  encircled  with  a  large 
heavy  bine  pencil  mark  to  attract  attention, 
mysteriously  meandered  Info  Cleveland  unbe¬ 
knownst  to  any  Cleveland  post  office  official  or 
clerk  ns  to  the  “whence  from  which”  It  came, 
and  was  delivered  at  the  hotel  to  which  ad¬ 
dressed  at  9:30  a.  m.,  or  exactly  30  hours  from 
time  of  deposit  In  the  Cincinnati  post  office, 
which  figures  up  a  traveling  sjieed  <t  little  under 
7  miles  an  hour,  or  approximately  what  a  plow- 
horse  could  do  during  corn-nlnnllng  time. 

Of  course,  there  were  several  other  telegrams 


Will  Establish  Clothiers’  Advertising  and 
Sales  Service  Exchange 

Chicago,  Sept.  20. — A.  H.  Liptnan  is 
now  advertising  manager  of  Mayer 
Brothers,  men’s  clothing  manufacturers, 
in  place  of  P.  L.  Friedlander,  who  has 
gone  into  the  advertising  agency  busi¬ 
ness  with  Penny  Ross.  Mr.  Lipman  re¬ 
cently  returned  from  overseas  service 
and  before  that  was  advertising  mana¬ 
ger  of  the  Essenkay  Products  Company 
and  connected  with  Butler  Brothers. 

While  Mr.  Lipman  was  connected 
with  Butler  Brothers  he  made  a  special 
six  months’  investigation  of  small  town 
dealers’  problems.  Kis  exhaustive  fund 
of  first-hand  information  regarding  the 
average  retailer’s  advertising  and  sales 
promotion  problems  will  be  utilized  in 
his  new  connection. 


Explanation  for  Denver  Sunday  Post 

The  Sunday  edition  of  the  Denver 
Post,  showing  a  circulation  of  142,613 
and  an  advertising  rate  of  .175,  should 
have  appeared  in  black  face  type  in  the 
B.  C.”  membership  list  feature 
printed  by  Editor  &  Pi  blisher  on  Sep¬ 
tember  4.  The  Denver  Post  wished  the 
Sunday  edition  to  co-operate  in  making 
this  feature  the  success  it  was,  and  this 
should  have  been  indicated  as  it  was  for 
the  other  newspapers  co-operating. 


on  the  snbjeot  sent  aoross  the  state:  much  per¬ 
turbation  of  mind  ensued,  to  say  nothing  of  the 
expense  Involved  for  telegrams,  postage,  specitl 
delivery  stamp  and  finally  return  postage;  so 
that,  all  In  all,  several  dollars  were  expended  to 
what  good  end? 

Sum  total— nothing. 

Did  the  Post  Office  Department  investigate  and 
liH-ate  the  guilty? 

No!  the  iMWtal  officials  were  sorry — so  they 
said,  hut  they  couldn’t  Investigate  anything, 
cause  the  clerk  guilty  of  mlssendlng  or  of  allow¬ 
ing  the  package  to  "repose”  In  some  seques¬ 
tered  receptacle,  had  cautiously  omitted  his  Im¬ 
print,  so  that  no  trace  was  possible. 

Did  the  Department  offer  reimbursement  for 
the  loss  siistalneil?  Not  so  that  It  could  be 
observed  with  the  naked  eye  or  the  trumpetless 
ear. 

The  “Department”  was  Just  sorry;  that’s  all, 
and  so  endeth  a  tale  that,  had  It  happened  on 
a  plebeian  newspaper  would  have  produced  words 
that  you  can’t  find  In  any  ordinary  dictionary. 
Selah.  HARRY  E.  FIRST. 


What  One  Publisher  Thinks 

Tlip  Tliiipn* Record,  Ft.  Smith,  Ark. 

To  Editor  and  UnbllHher: 

The  |>oatnl  Hifiiation.  thoiifch  locall.v  Kootl.  U 
not  what  it  has  t>cen  In  the  past.  Onr  pR{>era 
that  travel  any  dlKtance  arrive  very  irresrularly 
and  paperM  that  we  receive  that  come  to  na 
from  a  dlatance  alao  arrive  very  IrrcKnlarly. 
Aa  to  Biirleaon.  neither  be  nor  any  other  llvimf 
man  can  produc**  efflclenoy  by  rednoInK  wagea 
and  worklnjiT  force.  The  moat  efflclent.  man  in 
onr  local  |>ost  office  rcKlirned  to  take  a  clerical 
t»oHltlon  in  the  fiai  k  and  we  preaiinie  thiH  eon- 
ditb'h  exlata  all  over  the  United  States. 

.\h  to  aonf‘  aystein.  we  «lo  not  lielleve  the 
'Plmes  Uecttrd  will  benefit  from  tlirowiinr  a  Iwr- 
rler  around  Ita  eircnlation  territory.  We  are 
willing  to  compete  with  the  St.  Tjoiila.  UlilcuKo. 
Dallas  and  l<^aterii  dully  pa|>ers  b«‘canae  they 
cannot  fill  the  demnnda  of  o»ir  field  liere  any 
more  than  we  can  fill  tlielra.  Onr  objection  to 
the  *<me  ayatem  la  that  the  newapn|>er  ahonid 
be  alneled  out  by  the  |>oat  office  department. 
We  take  the  atand  that  the  newHpai>era  of  the 
country  are  on  a  par  with  the  aclnada  and 
chiirchea  from  an  edncational  standpoint  and  n 
moral  atandpoint  and  we  would  hardly  think  of 
aelecting  aclnKila  and  cbnrchcfi  to  pay  n  apeclal 
tax.  In  fact,  achoola  and  chiirchea  are  exempted 
from  inoat  taxca. 

.Tim.N*  F.  n.  AUE.  Dnbliaher. 

ConrerninfE  Metropolitan  Publishers 

To  Editor  and  Poldiaher: 

Dn  the  rural  mall  rontea  rnnnlmt  out  of  Sna- 
nnehnnna  there  are  only  a  very  few  inetroixdl- 
tan  pai>era  circnlatinu  now.  owlnjr  to  the  hijrh 
t»rlcea  charared  for  tbeae  pn|>e»*a.  reraonally.  I 
iM'lieve  that  everylMMly  should  rend  a  dall.v 
iiewapaper,  and  that  the  pa|»ers  be  delivered  to 
them  at  the  lowest  poaaihle  price,  bnt  wlien  I 
note  the  Inaane  dealre  on  the  part  of  metro|>oli- 
tan  pnbllahera  to  aee  Imw  blir  rather  than  how 
ffood  a  paper  they  can  pnbllah.  I  have  little  or 
no  aympathy  for  them  In  their  fl»rht  aisainat  the 
sone  rates. 

r.  O.  RAKER.  Dnbllaher. 


INDIANA 


Mr.  W.  A.  McDermid, 

Sales  Manager, 

Gerhard  Mennen  Chemical  Co., 

Newark,  N.  J. 

Dear  Sir: 

Always  willing  to  respond  to  any  “call  from  Masce- 
donia”;  it  was  indeed  a  pleasure  to  know  that  we  had 
anticipated  your  request,  made  before  the  Representa¬ 
tives’  Club  for  real  market  information. 

On  behalf  of  the  daily  newspapers  listed  here,  permit 
our  directing  your  attention  to  the  great  State  of  Indiana 
as  a  market  unit. 

While,  of  course,  this  information  is  for  all  advertis¬ 
ing  and  Sales  Managers,  as  well  as  everybody  else — we 
shall,  in  this  instance,  bear  particularly  upon  your  own 
proposition. 

Indiana,  with  nearly  .3,000,000  people  offers  you 
1,804  retail  druggists,  713  retail  dry  goods  stores,  4,258 
general  stores  and  201  department  stores — 6,976  pro¬ 
spective  distributors.  Nineteen  daily  newspapers  in 
Indiana  as  listed  here,  are  paying  us  to  give  this  informa¬ 
tion  to  you.  They  have  a  daily  circulation  of  446,522 
copies  and  a  5,000  line  rate  of  .71396  and  a  Sunday 
circulation  of  207,150  copies,  with  an  advertising  rate 
of  .36. 

They  are  intimately  acquainted  with  Indiana,  Indiana 
people  and  Indiana  merchants,  and  can  do  tremendous 
service  for  you. 

We  shall  furnish  you  further  data  regarding  Indiana 
from  time  to  time.  It  will  pay  all  of  us  if  you  follow  it. 

Yours  truly, 

EDITOR  &  PUBLISHER. 

Indiana  Newspapers  for 
Indiana  Trade 


Circulation  S. 

Elkhart  Truth . (E)  8,300 

Evansville  Courier . (M)  *23,893 

Evansville  Courier . (S)  *20,987 

Fort  Wayne  Journal-Gazette . (M)  29,236 

Fort  Wayne  Journal-Gazette . (S)  24,350 

Inilianapolis  News . (E)  123,473 

Indianapolis  Star  . (M)  92,851 

Indianapolis  Star  . (S)  106,381 

Kokomo  Dispatch . (M)  5,400 

Lafayette  Courier . (E)  *8,994 

Lafayette  Journal  . (M)  10,415 

La  Porte  Herald . (E)  3,376 

Richmond  Item . (M)  8,225 

Logansport  Pharos-Reporter . (E)  6,621 

Muncie  Press . (E)  9,646 

Muncie  Star . (M)  26,858 

Muncie  Star . (S)  16,818 

Richmond  Item . (M)  8,225 

Richmond  Palladium  . (E)  11,096 

South  Bend  Tribune . (El  *17,436 

Terre  Haute  Star . (M)  26,945 

Terre  Haute  Star . (SI  19,422 

Terre  Haute  Tribune . (El  24,845 

Terre  Haute  Tribune . (S)  19,192 

Vincennes  Capital  . (E)  1,049 

Total  Daily  Circulation  and  Rate .  444,261 

Total  Sunday  Circulation  and  Rate .  207,150 

Total  Daily  and  Sunday .  651,511 

*  A.  B.  C.  Report,  April  Ist,  1919 
Government  Statement  April  1,  1919. 
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E  D  I 


WHERE  A  COMPETITIVE  MARKET  STILL  EXISTS 

The  “competitive  market’’  has  done  more  to 
further  the  commercial  progress  of  America 
than  any  other  economic  factor. 

In  lines  of  industry  where  production  is  ample  to 
meet  all  consumer-demand  the  seller  of  a  commodity 
is  always  on  tip-toe  to  meet  competition  from  every 
angle— price,  quality  and  promptness  in  delivery. 

Present-day  conditions  have  gone  far  toward  abol¬ 
ishing  the  competitive  market  in  many  lines.  The 
result  is  always  destructive.  When  there  are  not 
enough  houses  and  apartments  to  meet  the  demands 
for  homes  in  a  city  many  people  are  forced  to  live 
under  conditions  which  rob  life  of  its  charm  for 
them.  The  owner  of  undesirable  property  is  enabled 
to  reap  unearned  profits. 

So  it  is  in  commodity  lines.  When  needs  outrun 
supply  the  matter  of  a  fair  price  becomes  secondary 
— the  matter  of  a  high  standard  of  product  almost 
negligible.  As  in  the  case  of  newsprint,  the  first  con¬ 
sideration  is  to  secure  it. 

Given  a  sufficient  supply  of  newsprint,  at  a  reason  • 
able  price,  the  newspapers  of  America  would  today 
be  enjoying  a  period  of  growth  and  prosperity  un¬ 
exampled  in  the  past.  They  would  forge  ahead  to 
greater  achievements  for  the  public  good  than  have 
ever  been  made  before.  But  they  are  sadly  ham¬ 
pered  by  the  lack  of  a  competitive  market  in  their 
basic  supply.  They  are  shackled  by  insufficient  pro¬ 
duction  of  newsprint  as  well  as  by  its  excessive  price 
— particularly  as  regards  extra  tonnage  requirements. 

In  spite  of  this,  the  newspapers  are  maintaining 
a  highly  competitive  market  in  the  selling  of  their 
advertising  space.  There  is  hardly  another  service 
or  commodity  which  has  been  so  little  affected  in 
price  or  quality  by  the  steady  advance  in  all  costs  of 
production.  Considered  from  the  standpoint  of  pub¬ 
lication  costs,  newspaper  advertising  space  should  sell 
to-day  for  twice  as  much  as  two  or  three  years  ago. 
Considered  from  the  angle  of  newsprint  price  and 
scarcity,  advertising  space  should  logically  follow 
suit,  and  should  be  as  hard  for  an  advertiser  to  se¬ 
cure  as  is  newsprint  for  a  publisher  to  buy. 

Yet  publishers  are  still  selling  their  chief  com¬ 
modity  in  an  open  and  competitive  market — while 
buying  their  raw  materials  and  labor  in  closed  and 
non-competitive  markets.  Advertisers,  at  any  rate, 
are  highly  favored — for  the  moment— by  this  situa¬ 
tion.  But  the  condition  cannot  last.  Publishers  are 
manufacturers.  They  are  subject  to  the  rules  and 
the  rigors  of  economic  laws.  They  cannot  much 
longer  maintain  advertising  rates  which  spell  loss. 
They  will  inevitably  charge  more  for  their  space. 
It  is  in  the  books.  But  they  will,  let  us  hope,  always 
maintain  a  competitive  market  in  the  selling  of  that 
space — for  in  that  lies  the  only  hope  for  progress 
and  general  business  prosperity. 

Editor  and  publisher  of  last  week  con¬ 
tained  84  pages,  twenty-eight  of  which  were  de¬ 
voted  to  a  market  survey  and  space-buyers’  charts  of 
the  State  of  Connecticut.  There  were  ten  features 
in  the  paper,  including  a  special  story  of  John  Wana- 
maker  as  a  writer  of  advertising.  There  were  154 
news  stories  and  items,  carrying  news  heads,  and 
covering  a  great  variety  of  happenings  in  the  busy 
fields  of  newspaper  making  and  advertising.  All  in 
the  week’s  work,  of  course — but  the  sum  of  that  work 
indicates  the  pace  that  is  being  set  nowadays  in  this 
field  of  trade  journalism. 


The  New  Orleans  convention  of  the  Associated 
Advertising  Clubs,  ending  to-day,  should  set  for¬ 
ward  the  clock  of  progress  in  the  business  of  adver¬ 
tising.  Taking  counsel  together  always  does  this. 
And,  notwithstanding  the  diverting  features  of  pag¬ 
eantry  enlivening  this  convention,  serious  problems 
have  been  to  the  fore. 

<<'’T^HE  truth  is  a  complete  defense,”  ruled  Judge 
Tucker  in  the  Ford-Chicago  Tribune  libel 
case.  It  is  well  to  have  this  old  principle  re-stated 
in  view  of  the  somewhat  wide  credence  given  to  that 
other  axiom,  “The  greater  the  truth  the  greater  the 
Ubel.” 


RIAL 


THE  SUPREME  DUTY 

WHATEV’ER  their  political  faiths  or  affilia¬ 
tions,  the  newspapers  of  .America  hold  in  com¬ 
mon  one  conviction.  They  believe  that  every 
ill,  political,  economic  or  social,  can  be  cured  under 
the  law  and  order  treatment. 

They  believe  that  a  democratic  form  of  govern¬ 
ment,  perhaps  best  exemplified  in  our  own,  offers  the 
surest  safeguard  ever  devised  by  men  for  the  protec¬ 
tion  of  peoples.  They  recognize  no  problem  so  grave 
that  it  may  not  be  solved  through  the  orderly  proc¬ 
esses  established  by  our  political  system. 

In  a  democracy  the  people  rule — through  instru¬ 
mentalities  created  expressly  to  put  into  force  and 
effect  the  will  and  conviction  of  the  majority. 

But  impatient  minorities,  suffering  under  tempo¬ 
rary  injustices  or  inequalities,  are  often  eager  to  sub¬ 
stitute  for  the  democratic  processes  those  alien  pol¬ 
icies  of  class  domination  which  bring  to  wreck  na¬ 
tions  which  submit  to  them. 

Here  in  America  we  have  felt  so  secure  in  the 
strength  and  stability  of  our  institutions  that  we 
have  been  inclined  to  look  lightly  upon  outbursts  of 
so-called  radicalism.  VVe  have  felt  that  these  af¬ 
forded  the  necessary  vents  for  the  discharge  of  pent- 
up  anger  and  resentment  smouldering  in  the  hearts 
and  minds  of  men. 

But  when  we  see  class  antagonisms  growing — 
when  we  see  great  industrial  leaders  clinging  to  out¬ 
lived,  autocratic  ideas  and  great  groups  of  workers 
resorting  to  force  to  compel  a  redress  of  their  griev¬ 
ances— it  is  time  for  the  newspapers  of  the  country  to 
sound  a  clear  note  of  Americanism. 

As  Editor  and  Publisher  has  urged  before,  let  the 
newspapers  turn  seriously  to  the  task  of  “selling 
democracy”  to  the  rich  and  poor  alike  within  our 
national  borders.  It  is  the  supreme  duty  of  the  press. 
The  call  is  mandatory.  It  is  as  compelling  as  was 
that  other  call  to  the  newspapers,  in  the  first  days 
of  the  war,  to  forge  the  will  and  purpose  of  the 
.American  people  into  one  irresistible  weapon  for 
national  defense.  It  must  be  met  as  that  call  was 
met — with  a  response  which  wiped  out  partisanship 
and  sectionalism. 

The  statement  is  made  now  and  then  by  publish¬ 
ers  that  they  will  answer  increasing  demands  of 
labor  by  stopping  pubHcation.  Somehow  this  reminds 
one  of  the  way  in  which  the  temperamental  gentle¬ 
men  of  the  Orient  used  to  show  their  resentment  of 
an  insult — by  suicide.  It  was  an  effective  policy,  of 


'^HE  announcement  of  a  reduced  rate  on  cable 
■I  press  messages  to  the  Orient  is  good  news.  It 
touches  the  national  interests  in  no  uncertain  way. 

C'DITORS  who  are  inclined  to  deal  kindly  nowa- 
•Ldays  with  press  agency  dope  are  editors  who 
have  missed  their  calling. 
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THE  ST.  LOUIS  PLAN 

The  news  writers  of  St.  Louis  have  organized 
under  a  plan  which,  if  generally  adopted,  they 
believe  would  disarm  the  apprehensions  of  pub¬ 
lishers  concerning  the  possible  serious  consequences 
to  newspapers  of  the  new  craft  movement  which  is 
in  evidence  in  so  many  cities. 

The  St.  Louis  men  are  not  affiliated  with  any  other 
labor  union,  not  because  of  any  lack  of  ssrmpathy 
with  the  aims  and  methods  of  unionism,  but  for  a 
reason  which  seems  to  them  impelling.  That  reason 
may  be  summed  up  briefly  as  a  recognition  of  the 
fact  that  news  writers  are,  in  a  peculiar  sense,  ser¬ 
vants  of  the  whole  public  and  may  not  properly  form 
alliances  which  would  tend  to  make  them  spokesmen 
for  any  special  class.  As  they  see  it,  they  must  serve 
their  papers,  the  public  and  their  profession  with  that 
impartiality  which  is  assured  only  through  craft  inde¬ 
pendence. 

It  is  the  purpose  of  the  St.  Louis  organization  to 
elevate  the  standards  of  practice  in  their  profession 
— to  eliminate  fakirs,  men  who  break  faith  with  em¬ 
ployers,  and  incompetents — to  encourage  men  and 
women  of  high  calibre  to  adopt  newspaper  work  as  a 
vocation — to  secure  just  and  ample  earnings  for 
competent  craftsmen,  enabling  them  to  live  in  a 
manner  befitting  their  professional  standing. 

In  discussions  of  salary  scales  or  other  matters 
with  publishers  they  propose  to  resort  to  collective 
bargaining  in  its  simplest  form — that  is,  through  the 
accredited  representatives  of  the  newspaper’s  own 
employees.  Appeal  to  the  central  organization  is  to 
be  made  only  in  the  event  that  agreement  between 
a  publisher  and  the  local  chapel  is  not  possible.  Mem¬ 
bership  in  the  organization  is  to  be  limited  strictly 
to  actual  workers,  in  good  standing,  employed  regu¬ 
larly  on  one  of  the  daily  newspapers  or  by  a  press 
association.  Thus  the  affairs  of  the  association  are 
always  to  be  in  the  control  of  the  workers  them¬ 
selves.  In  short,  the  St.  Louis  plan  is  offered  as  a 
non-union  method  of  organization  for  newspaper 
men.  Individuals  are  to  retain  unimpaired  the  right 
of  personal  negotiation  and  contract.  There  is  te 
be  no  effort  to  reduce  “brain  work”  to  any  dead  level 
basis,  either  as  to  achievement  or  as  to  recompense. 

The  St.  Louis  plan  does  not  contemplate  the  use  of 
collective  force  as  embodied  in  strikes,  but  rather 
the  removal  of  conditions  which  lead  to  strikes.  As 
these  men  believe  that  they  have  evolved  an  organ¬ 
ization  plan  which  will  appeal  to  newspaper  workers 
elsewhere,  they  look  forward  to  the  possibilities  of  a 
national  association  based  upon  the  St.  Louis  idea. 
In  order  that  the  features  of  the  plan  may  be  under¬ 
stood  clearly.  Editor  and  Publisher  gives  space  in 
its  news  columns  to  the  text  of  the  rules  and  regula¬ 
tions  governing  the  organization. 

The  National  Retail  Clothiers'  .Association  has 
ruled  that  daily  newspaper  space  is  the  mer¬ 
chant’s  “most  vital  sales  stimulant.”  It  is  equally 
true  that  clothing  advertising  is.  on  the  whole,  about 
as  clever  and  interesting  as  any  that  appears  in  the 
pages  of  newspapers.  The  retail  clothiers— often  co¬ 
operating  with  the  manufacturers— have  put  behind 
them  the  old,  discredited  style  of  “yelp”  and  stam¬ 
pede  copy  and  now  confine  themselves  to  educating 
men  as  to  clothes-values. 

Gordon  H.  CILLEY,  advertising  manager  for 
John  Wanamaker’s  Philadelphia  store  for  the 
past  eleven  years,  confesses  to  Editor  and  Publisher 
that  he  makes  no  attempt  to  write  advertisements. 
He  simply  writes  the  daily  news  of  the  Wanamaker 
store.  In  this  fact  may  be  found  the  secret  of  the 
human  appeal  of  the  Wanamaker  advertising — 'for  it 
is  advertising,  even  though  it  may  be  considered  by 
its  writers  as  simply  store  news.  .All  good  advertis¬ 
ing  has  the  news  element.  The  best  advertising  IS 
NEWS. 

T  F  the  circular  is  the  best  medium  through  which 
*  to  advertise  newspaper  advertising  space  it  should 
follow  that  it  offers  equal  advertising  value  to  the 
business  man  to  whom  it  carries  the  selling  argu¬ 
ment  of  a  newspaper.  Sellers  of  advertising,  should 
be  consistent. 
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PERSONALS 


COL.  R.  R.  McCORMICK,  co-editor 
of  Chicago  Tribune,  left  this  week 
for  a  business  trip  to  Washington, 
after  which  he  will  go  on  an  extended 
vacation,  probably  not  returning  to  his 
desk  before  the  middle  of  October. 

Cyrus  H.  K.  Curtis,  publisher  of  the 
Philadelphia  Ledger,  has  just  com¬ 
pleted  a  term  as  foreman  of  the  Federal 
Grand  Jury  in  his  city. 

W.  Y.  Morgan,  editor  of  the  Hutch¬ 
inson  (Kan.)  News,  has  returned  after 
a  year’s  service  with  the  “Y”  in  France. 
He  was  with  the  35th  and  89th  divi-, 
sions,  composed  of  Kansas  and  Mis¬ 
souri  troops,  and  went  into  Germany. 
Mrs.  Morgan  took  her  husband’s  place 
on  the  News  during  his  absence. 

Gardner  Cowles,  publisher  of  the  Des 
Moines  Register,  and  Mrs.  Cowles  have 
been  making  a  trip  by  automobile 
through  New  England,  including  visits 
to  the  White  Mountains  and  in  Maine 
to  Moosehead  Lake,  Bangor  and  Port¬ 
land. 

John  Sharpe,  editor  and  publisher  of 
the  Williamson  County  Sun,  published 
at  Georgetown,  Tex.,  has  been  elected 
as  mayor. 

.\llen  Robert  Hunter,  treasurer  and 
business  manager  of  the  Port  Chester 
(N.  Y.)  Daily  Item,  and  Miss  Alice 
Allan,  a  former  member  of  that  news¬ 
paper’s  staff,  were  married  in  Port 
Chester  on  September  10. 

Lynn  W.  Landrum,  editor  of  the 
Bryan  (Tex.)  Daily  Eagle,  and  Miss 
Anna  Belle  May,  of  Fargo,  were  mar¬ 
ried  at  Fort  Worth,  September  5. 

M.  Robert  Harrigan,  business  man¬ 
ager  of  the  Bangor  (Me.)  Commercial, 
was  one  of  the  50  or  more  members  of 
the  Bangor  Chamber  of  Commerce  who 
made  a  week’s  tour  by  automobile 
through  Aroostook  County  to  promoting 
closer  business  relations  with  the  city 
of  Bangor. 

J  Byron  Cain,  editor  of  the  Belle 
Plains  (Kan.)  News,  recently  thought 
for  a  time  his  record  of  having  never 
missed  a  state,  district  or  National  Edi¬ 
torial  Association  meeting  would  be 
broken.  However,  a  printer  showed  up 
and  he  made  the  trip  to  the  Northwest. 

W.  H.  Johnson,  publisher  of  the  Sa- 
lina  (Kan.)  Sun,  who  began  setting 
type  in  1856,  and  is  still  at  it,  has  been 
elected  an  honorary  member  of  the  Sa- 
lina  Typographical  Union.  Mr.  John¬ 
son,  it  is  said,  started  some  eight 
Kansas  newspapers. 

Oliver  L.  Hall,  editor  of  the  Bangor 
(Me.)  Commercial,  with  Mrs.  Hall 
and  their  son  and  two  daughters,  is  on 
a  vacation  trip  by  automobile  through 
Maine,  visiting  the  capital,  Rangeley 
Lakes  and  other  sections. 

Frank  B.  Nichols,  publisher  of  the 
Bath  (Me.)  Daily  Times,  and  Mrs. 
Nichols  Tiave  been  at  Biddeford  Pool 
for  a  short  outing. 

R.  M.  Johnston,  former  editor  and 
manager  of  the  Houston  Post,  who  has 
been  critically  ill,  has  about  recovered 
his  normal  health. 

George  W.  Norton,  editor-in-chief  of 
the  Portland  (Me.)  Express- Advertiser 
and  a  member  of  the  executive  council 
of  Governor  Milliken,  has  been  ap¬ 
pointed  on  a  State  committee  to  make 
arrangements  for  suitable  observance 
next  year  of  Maine’s  centennial  anni¬ 
versary 


IN  THE  EDITORIAL  ROOM 
Bertram  H.  Yarwood,  formerly  of 
the  city  run  on  the  Chicago  Herald  & 
Examiner,  has  entered  the  oil  business 
as  secretary  of  the  Kavanaugh  Petro¬ 
leum  Company,  the  president  of  which 


is  Claude  Kavanaugh,  who  seven  years 
ago  was  a  reporter  on  the  Houston 
(Tex.)  Post.  Their  headquarters  are 
in  the  Carter  building,  Houston,  Tex. 

Capt.  Edwin  F.  Weigle,  war  photog¬ 
rapher  and  correspondent  for  the  Chi¬ 
cago  Tribune,  has  announced  his  en¬ 
gagement  to  Mrs.  Florence  Marshall 
Johnson,  of  Highland  Park,  Ill. 

Myer  Cohn,  a  Philadelphia  newspa¬ 
per  man,  and  Miss  Minette  Dembo  of 
Lancaster,  Pa.,  have  announced  their 
engagement. 

William  A.  Fay  has  succeeded  Will¬ 
iam  J.  Eads  as  news  and  telegraph  edi¬ 
tor  of  the  Jacksonville  (Ill.)  Journal. 

Frank  Jacobs,  rewrite  man  for  the 
Chicago  Herald  &  Examiner,  has  in¬ 
herited  a  tidy  sum  of  money  through 
the  death  of  a  distant  relative  in  Mem¬ 
phis,  Tenn. 

Bartow  W.  Ulrich,  veteran  member 
of  the  Press  Club  of  Chicago  and 
friend  of  Abraham  Lincoln,  has  com¬ 
pleted  a  personally-reminiscent  novel 
entitled  “Two  Girls  and  a  Man,”  which 
now  is  under  consideration  for  publi¬ 
cation.  He  is  the  author  of  several 
previous  books  on  international  govern¬ 
ment,  as  well  as  volumes  of  verse. 


THE  BUSINESS  OFFICE 

M.  M.  Lord,  assistant  to  the  general 
manager  of  the  Boston  Herald  and 
Traveler,  has  taken  over  the  direction 
of  the  sales  service  department  of  the 
Itapers,  succeeding  C.  F,  McCahill,  who 
recently  became  vice-president  of  the 
Tucker  Advertising  Agency,  New 
York. 

J.  C.  Levine  has  been  elected  vice- 
president  of  the  Paterson  (N.  J.)  Even¬ 
ing  News  Company. 

Merton  Wieland,  formerly  of  the  re¬ 
porting  staff  of  the  Chicago  Herald  & 
Examiner,  has  been  put  in  charge  of 
the  special  service  advertising  promo¬ 
tion  department. 

W.  G.  Anderson,  formerly  of  the 
Stovel  Company,  has  joined  the  adver¬ 
tising  staff  of  tlie  Winnipeg  Free  Press. 

S.  T,  Douglas,  who  has  had  charge 
of  the  classified  advertising  for  the 
Dallas  Morning  News,  has  moved  to 
Portland,  Ore. 

Harold  L.  Goldman,  for  many  years 
on  the  business  staff  of  the  New  York 
Times,  and  Miss  Helen  M.  Zeimer  have 
announced  their  engagement. 

James  Buchanan,  accountant  of  the 
Winnipeg  Free  Press,  is  on  a  visit  to 
Minneapolis,  Chicago,  Detroit  and  sev¬ 
eral  other  cities  where  he  will  look  into 
the  accounting  systems  of  several  of 
the  big  dailies. 

John  D.  Sullivan,  who  is  in  charge 
of  automobile  advertising  for  the 
Worcester  (Mass.)  Evening  Gazette, 
and  Ella  J.  Ingalls  of  VV'orcester  were 
married  September  22. 

C.  S.  Rostad  has  been  appointed  as¬ 
sistant  advertising  manager  of  the  Min¬ 
neapolis  Journal. 

Clarance  Cook,  lately  with  the  News¬ 
paper  Enterprise  Association,  Cleve¬ 
land,  is  now  connected  with  the  Ameri¬ 
can  Press  Association  in  New  York. 

/Mger  Jones,  formerly  with  the  Dallas 
Morning  News,  has  become  advertising 
manager  of  the  Wichita  Falls  (Tex.) 
Record-News. 

William  Arns,  advertising  salesman 
for  the  St.  Paul  Dispatch-Pioneer  Press, 
has  joined  the  advertising  force  of  the 
St.  Paul  Daily  News.  He  intends  be¬ 
fore  long  to  locate  in  Des  Moines. 

Lewis  Pennell  True,  in  charge  of  the 
newly  organized  classified  advertising 
department  of  the  Portland  (Me.) 
Express-Advertiser  and  Sunday  Tele¬ 
gram,  was  married  September  10  to  Miss 
Angie  T.  Hawkes,  New  Gloucester,  Me. 

W.  B.  Dimon,  assistant  manager  of 
the  Portland  (Me.)  Express- Advertiser 
and  formerly  of  Philadelphia,  has  re- 


D.  L.  BARNHART  PUBLISHES 
GOSHEN  DEMOCRAT 


'  I  'HE  Barnharts  of  Indiana  just  can’t 
A  keep  out  of  the  newspaper  business. 

Dean  L.  Barn¬ 
hart  is  the  latest 
member  of  the 
family  to  embark 
as  an  independ- 
e  n  t  publisher. 
His  paper  is  the 
Goshen  (Ind.) 
Daily  Democrat. 

Ex  -  Congress¬ 
man  H.  A.  Barn¬ 
hart,  the  father, 
has  been  proprie¬ 
tor  of  the  Roch¬ 
ester  (Ind.)  Sen¬ 
tinel  for  the  last 
thirty  years.  Hugh  A.  Barnhart,  an¬ 
other  son,  who  has  just  been  released 
from  war  serivee,  is  the  new  publisher 
of  that  paper,  succeeding  Dean  L. 

The  Goshen  Democrat  is  one  of  the 
oldest  newspapers  in  northern  Indiana, 
having  been  established  in  1837.  It  is 
owned  by  J.  A.  Beane,  whose  daughter 
Dean  L.  Barnhart  is  fortunate  enough 
to  possess  as  his  wife. 

Dean  L.  Barnhart  is  only  30  years  of 
age,  is  a  graduate  of  the  Indiana  Uni¬ 
versity  School  of  Journalism,  spent  two 
years  on  the  South  Bend  (Ind.)  News- 
Times,  ending  as  night  editor.  He  also 
served  a  six-year  apprenticeship  as  pub¬ 
lisher  of  the  Sentinel. 

Dean  L.  now  has  two  standing  hopes, 
namely,  to  give  Goshen  a  good  news¬ 
paper  and  to  make  a  living — the  second 
looks  easy,  backed  by  the  first. 

turned  from  a  short  vacation  spent  in 
sightseeing  along  the  Massachusetts 
coast.  He  was  accompanied  by  Mrs. 
Dimon. 


WITH  AD  FOLKS 
Frank  Campbell  Scott  has  been  ap¬ 
pointed  art  director  of  Sales  Advertis¬ 
ing  Company,  New  York.  He  was  a 
member  of  the  art  department  of  Rog¬ 
ers  &  Co.,  New  York,  for  three  years, 
and  spent  a  year  designing  de  luxe 
motor-car  bodies.  Mr.  Scott  will  be 
assisted  by  Miss  Lorraine  Follett  and  a 
staff  of  arti.sts. 

J.  B.  Fraser  has  taken  charge  of  the 
advertising  and  publicity  business  of 


the  H.  H.  Howard  Company,  realty, 
Cleveland.  He  was  formerly  with  the 
Tabor  Ice  Cream  Company  and  is  now 
chairman  of  the  publicity  committee 
which  will  exploit  Cleveland’s  “Safety 
Week.”  Besides,  he  is  an  active  mem¬ 
ber  of  the  Cleveland  Ad  Club  and  other 
live  commercial  organizations. 

Robert  A.  Hardy,  late  of  the  Crowell 
Publishing  Company,  is  now  connected 
with  the  New  York  office  of  the  J. 
Walter  Thompson  Company. 

Marshall  Hill  and  Charles  Kimbell 
are  new  with  the  service  department  of 
the  Benson,  Campbell  &  Slaton  Com¬ 
pany,  Cleveland. 

Arthur  M.  Dunbar  has  resigned  as 
assistant  advertising  manager,  of  the 
Bamberger  Company,  Newark,  N.  J., 
to  become  advertising  manager  of  the 
Scholl  Manufacturing  Company  of 
Chicago,  with  headquarters  in  New 
York. 

David  B.  Hills  is  the  new  art  director 
of  Hoyt’s  Service,  Inc.,  New  York,  suc¬ 
ceeding  John  E.  Cosgriff. 

M.  Leckner,  Jr.,  L.  J.  Steffen  and 
Fred  F.  Inden  are  new  additions  to  the 
staff  of  Critchfield  &  Company,  Chi¬ 
cago. 

Frank  R.  Babcock  of  Rockford,  Ill., 
has  been  appointed  to  the  copy  staff 
of  the  Green-Fulton-Cunningham  Ad¬ 
vertising  Agency,  Detroit. 

P.  W.  Sturm  has  become  associated 
with  the  Barker,  Duff  &  Morris  Agency, 
Pittsburgh.  He  has  been  in  charge  of 
advertising  for  the  Packard  Company 
of  Pittsburgh. 

Miss  M.  G.  Webber  has  been  pro¬ 
moted  to  the  advertising  management 
of  the  Fisk  Rubber  Company,  (Thicopee 
Falls,  Mass.,  succeeding  George  L.  Sul¬ 
livan.  who  becomes  associated  with  the 
J.  Walter  Thompson  Company,  New 
York,  on  October  1. 

C.  T.  Adams  has  been  transferred 
from  the  New  York  to  the  Boston  office 
of  the  George  Batten  Company.  Con¬ 
stance  E.  Miller,  domestic  science  ex¬ 
pert  for  Wilson  &  Co.,  Chicago,  has 
joined  the  Batten  service  staff. 

Vance  C.  Hall  has  been  appointed 

Leon  Kelley  and  A.  L.  Barry  are  new 
members  of  the  Mejunkin  Advertising 
Company’s  copy  staff,  being  located  in 
the  New  York  and  Chicago  offices,  re¬ 
spectively. 

H.  S.  Percy,  late  of  the  W.  A.  Patter¬ 
son  Agency,  New  York,  has  assumed 
charge  of  sales  and  advertising  for  the 
Neu-Metal  Company,  New  York. 


TVie  OmaKa  World.  Herald- 
signed  a  contract  for  the^ 
Hasldn  >Service  for  one  ^ear 
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It  writes  a  personal  answer  to  every  question  I 


The  Haskin  Serv¬ 
ice  is  at  home  in 
the  national  cap- 
itol  and  gives  in¬ 
formation  about 
the  government 
and  its  work. 
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EDWARD  BOK  RESIGNS 
FROM  HOME  JOURNAL 

After  Life-Time  of  Hard  Work  Will 
Devote  Himself  to  Playing — 
Started  as  Newsboy  in 
New  York 


Once  New  York  Newsie 

The  reasons  for  the  resignation  are 
expressed  in  a  letter  to  Cyrus  H.  K. 
Curtis,  dated  September  18,  1919, 

which  says: 

"No  one  known  tetter  than  you  how  nincerc 
han  la-en  my  doalre  that  at  the  clone  of  my 
thirty  yearn'  <Hllt<>rHhi|i  of  tlie  inaKazitie  I  nhniilrt 
lie  ailowetl  to  retire  from  the  itininteiit  ilemanilK 
of  the  ponltlon,  no  that  1  might  have  more 
leiniire  to  enjov  the  fruitn  of  my  labor  ■while  I 
ntill  hare  the  full  health  and  capacity  to  enjoy 

"So  other  ro««on  of  my  own  chfKwiiig 
Induc'e  me  to  oever  my  editorial  connection  with 
the  maaaaiu*-  mhlch  ban  meant  *o  much  to  me 
exof^t  tbia  d«*«lre  for  freedom  on  my  part  and 
tli«»  kiK*wl€*d|fe  that  I  leave  the  maKaalne  in  Ita 
Brmlv  entahllahed  ponltlon,  with  every  depart¬ 
ment  of  If  nuecennful  In  the  hlghent  degre*-. 

Kdward  l$ok  came  to  Philadelphia 
in  1889  from  New  York,  where  he  was 
identified  with  the  publishing  house 
of  Charles  Scribner’s  Sons.  He  is  a 
Dutchman  by  birth,  having  been  born 
in  The  Netherlands  fifty-six  years 
ago.  His  retirement  from  active  edi¬ 
torial  work  is,  therefore,  in  the  prime 
of  life.  The  Ladies’  Home  Journal 
had  a  circulation  of  400, (KK)  copies 
when  Mr.  Bok  took  editorial  charge 
in  October,  1889,  Its  present  circula¬ 
tion  is  more  than  two  million  copies. 

Mr,  Bok’s  career  is  a  story  of  in¬ 
cessant  hard  work.  His  father,  one 
of  the  most  prominent  men  in  The 
Netherlands  and  attached  to  the 
Dutch  court,  lost  his  money,  and  the 
family  came  to  the  United  States. 

First  Woman’s  Page 

The  future  editor  was  unable  to  read, 
write  or  speak  a  word  of  the  English 
language  and  yet  he  rose  to  a  posi¬ 
tion  where  he  is  today  read  by  the 
largest  audience  of  any  editor  in  the 
world.  He  attended  school  for  barely 
six  years  and  then  went  to  work,  his 
first  job,  as  he  recently  said  in  an 
autobiographical  article,  being  in  a 
baker’s  shop  at  fifty  cents  a  week. 
He  took  up  anything  he  found  to 
do;  sold  newspapers  on  the  streets, 
ice-water  on  the  Brooklyn  street  cars, 
and  at  thirteen  he  became  an  office 
boy  in  the  Western  Union  Telegraph 
Company  in  the  day  hours  and  a  re¬ 
porter  for  the  Brooklyn  Eagle  in  the 
evenings. 

Clarence  Cary,  attorney  for  the 
company,  watched  the  boy,  and  when 


the  lad’s  father  passed  away,  took  him 
under  his  wing,  urged  him  to  learn 
stenograjiby  and  promoted  him  until 
his  bookish  aspirations  developed. 
Then  he  left  the  study  of  the  law  for 
the  publishing  house  of  Henry  Holt 
&  Company,  and  from  there  went  to 
Charles  Scribner’s  Sons,  whence  he 
came  to  Philadelphia.  Meanwhile, 
the  young  man  occupied  his  evenings 
and  all  his  spare  time  in  other  pur¬ 
suits. 

Mr.  Bok  started  the  Brooklyn  Mag¬ 
azine,  made  a  success  of  it,  sold  it, 
and  it  developed  into  the  present 
Cosmopolitan  Magazine.  He  conceived 
the  present  theatre  program.  He 
founded  the  Bok  Syndicate  Press,  one 
of  the  first  literary  syndicates  in 
.America.  Through  it  he  started  the 
“woman’s  page,’’  which  today  is  part 
f)f  nearly  every  newsjiaper,  and  wrote 
a  weekly  letter  which  was  published 
simultaneously  in  forty  newspapers. 
The  magazine.  Country  Life,  is  his  con¬ 
ception,  which  he  sold  to  Doubleday, 
Page  &  Co.,  the  present  publishers.  He 
has  written  three  books — “Success- 
ward,”  “The  Young  Man  in  Business” 
and  “Why  I  Believe  in  Poverty.” 

Was  Brooklyn  Reporter 

.Mr.  Bok’s  work  as  a  reporter  fell 
under  the  eye  of  President  Hayes. 
His  earliest  editorial  work  attracted 
President  Harrison,  who  offered  the 
young  man  the  post  of  minister  to 
the  Netherlands,  which  was  declined. 
It  is  a  curious  coincidence  that  a  suc¬ 
ceeding  president  offered  the  same 
diplomatic  post  to  Mr.  Bok.  Henry 
Ward  Beecher  was  attracted  to  Mr. 
Bok  and  came  to  depend  upon  his 
judgment  in  all  his  literary  work. 
Mr.  Bok’s  literary  newspaper  work 
attracted  Cyrus  H.  K.  Curtis.  His 
famous  fight  aaginst  patent  medicines 
won  for  him  the  friendship  of  Wood- 
row  Wilson,  then  president  of  Prince¬ 
ton  I’niversity.  His  ethical  work  won 
the  degree  of  LL.  D.  from  Pope 
Pius  X.  Lord  Northcliffe  is  a  par¬ 
ticular  admirer  of  the  .American  edi¬ 
tor.  William  Waldorf  Astor  offered 
the  editorship  of  the  Pall  Mall  Gazette 
to  Mr.  Bok,  as  did  Allen  Thorndike 
Rice  the  editorship  of  the  North 
.American  Review. 

Mr.  Bok’s  civic  work  at  Merion  won 
the  special  attention  of  Theodore 
Roosevelt,  who  singled  it  out  as  “the 
best  piece  of  suburban  civic  work 
ever  worked  out  in  this  country'.” 


Lawrence  Godkin  Marries 
The  marriage  of  Lawrence  Godkin, 
former  counsel  for  the  New  A’ork 
Evening  Post,  and  Corbelia  Kuhn 
Clarke,  of  New  York,  was  celebrated 
-September  19  at  Union  Springs,  N.  Y. 
-Mr  Godkin  is  a  son  of  the  late  Edwin 
Lawrence  Godkin,  who  was  editor  of  the 
Evening  Post  and  the  Nation.  Mr. 
Godkin  is  over  60  years  of  age  and  re¬ 
tired  from  law  practice  twelve  years  ago. 
He  was  a  New  York  delegate  to  the 
Democratic  National  Convention  in 
1912. 


George  Larke’s  Mother  Dead 
George  H.  Larke,  assistant  business 
manager  of  the  New  York  World,  left 
Monday  night  for  Markesan,  Wis.,  to 
attend  the  funeral  of  his  mother. 


Spangler  Made  City  Elditor 
Br.vdkorii,  Pa.,  Sept.  22. — Milton  1. 
Spangler  has  been  appointed  city  editor 
of  the  Bradford  Era,  succeeding  the  late 
John  T.  Calhoun. 


Edward  /f.  Miller  has  been  appointed 
service  director  for  the  .A.  Colish  Typo¬ 
graphic  Service,  New  York. 


LAST  HONORS  PAID  TO 
BEN  ALLEN 

Tributes  Come  from  Friends  in  Every 
Walk  of  Life  at  Funeral  Cere¬ 
monies — Old  Associates 
Pall  Bearers 


Ci.Kvxi.AND,  O.,  Sept.  20. — The  funeral 
of  the  late  Ben  F.  Allen,  Washington 
chief  of  the  Plain  Dealer  bureau,  held 
here  this  afternoon,  was  attended  by 
many  well  known  newspaper  workers 
and  former  friends  of  “Big  Ben,”  as 
he  was  popularly  known  among  his 
working  associates. 

Mr.  Allen’s  death,  while  a  member  of 
President  Wilson’s  party  on  the  Pacific 
Coast,  was  a  blow  to  his  many  friends. 
His  body  arrived  in  Cleveland  yesterday 
evening  from  Portland,  accompanied  by 
a  secret  service  agent  assigned  by 
President  Wilson. 

Flowers  from  President  Wilson 

I'loral  tributes  came  from  the  Presi¬ 
dent  and  Mrs.  Wilson,  Secretary  Joseph 
rnmulty  and  many  others  high  up  in 
official  life  in  Washington.  The  funeral 
services  were  held  in  the  Euclid  Avenue 
Congregational  Church  and  burial  was 
in  Calvary  Cemetery. 

Meridian  Lodge  of  Masons,  which  is 
the  printers’  lodge  of  Cleveland  and 
comprises  in  its  membership  many  old 
friends  of  Mr.  Allen,  conducted  the  Ma¬ 
sonic  services,  following  a  short  church 
service.  The  pallbearers,  all  old  friends 
and  associates  of  Mr.  Allen,  were  named 
by  Meridan  lodge.  They  were  John  T. 
Bourke,  political  writer  of  the  Leader- 
News  and  colleague  of  Mr.  Allen  in 
Cleveland  and  Columbus ;  E.  C.  Hop- 
wood,  managing  editor  of  the  Plain 
Dealer;  W.  G.  Vorpe,  Sunday  editor  of 
the  Plain  Dealer;  H.  D.  Ashby,  superin¬ 
tendent  of  production  of  the  Plain 
Dealer;  R.  T.  F.  Harding,  managing 
editor  of  the  A’oungstown  Telegram,  and 
Charles  T.  Henderson,  publicity  adviser. 

Cleveland’s  official  and  political  life 
was  represented  in  the  congregation  at 
the  church  by  present  and  former  office¬ 
holders  who  had  worked  with  Mr.  Allen 
before  he  went  to  Washington  ten  years 
ago. 

Officials  Represented 

Walker  S.  Buel.  head  of  the  Plain 
Dealer’s  Columbus  bureau,  officially  rep¬ 
resented  newspaper  men  of  Columbus, 
where  Mr.  Allen  was  correspondent  for 
the  Plain  Dealer  before  his  promotion  to 
the  Washington  position.  Present  and 
past  members  of  the  staffs  of  the  Cleve¬ 
land  Press  and  Leader-News  also  were 
represented. 

Intimate  Washington  associates  of 
Mr.  Allen  still  are  with  the  President 
on  his  western  tour,  but  they  were  rep¬ 
resented  at  the  funeral  by  L.  W.  Strayer 
of  the  Pittsburgh  Dispatch,  office  col¬ 
league  and  close  friend  of  Mr.  Allen. 
Mr.  Strayer  represented  the  Gridiron 
Club,  of  whose  entertainment  committee 
Mr.  Allen  was  this  year’s  chairman,  the 
National  Press  Club  and  the  standing 
committee  of  correspondence  in  charge 
of  the  press  galleries  of  congress. 

James  L.  Wright,  who  was  Mr.  Al¬ 
len’s  colleague  in  the  Plain  Dealer’s 
Washington  bureau,  also  officially  repre¬ 
sented  the  National  Press  Club  and  the 
standing  committee  of  correspondents  in 
charge  of  the  press  galleries  of  Con¬ 
gress. 

The  casket,  ordered  by  President  Wil¬ 
son  before  he  left  Portland,  was  com- 
jiletely  enveloped  in  a  blanket  of  roses 
and  orchids  from  Mr.  Allen’s  colleagues 
on  the  Plain  Dealer.  Other  floral  trib¬ 
utes  were  sent  by  correspondents  now  on 


Phii..m)Ei.1'HI.\,  September  24. — Ed¬ 
ward  Bok  will  step  out  of  the  editor- 
shij)  of  the  Ladies’  Home  Journal  on 
January  1,  1920,  after  30  years’  con¬ 
tinuous  service. 

He  will  devote  the  remainder  of  his 
life  to  "play.”  Mr.  Bok  says  he  has 
been  working 
without  a  let-up 
for  43  years  and 
he  feels  he  is  en¬ 
titled  to  some 
“recreation.” 

Mr.  Bok’s 
resignation,  sent 
to  the  board  of 
directors  of  the 
Curtis  Publish¬ 
ing  Company 
last  December, 
Kbward  ItuK  has  been  ac¬ 
cepted. 

In  the  meantime,  Mr.  Bok  has  been 
granted  a  conditional  leave  of  absence, 
H.  O.  Davis,  who  has  been  managing 
editor  for  the  last  six  months,  taking 
over  his  duties.  Mr.  Davis  comes 
from  Los  .Angeles,  Cal. 


\ 

the  president’s'  train,  the  Gridiron  Club, 
Columbus  newspaper  men,  Ohio  press 
and  legislative  correspondents  at  Colum¬ 
bus,  the  National  Press  Club,  the  corps 
of  correspondents  at  Washington  and 
many  close  friends. 

Ernest  Scholz  Will  Direct 
Butterick  Circulation 

Second  Change  of  Employers  in  Thirty 
'  Years — A  Tried  and 
Proven  Expert 

Ernest  .A.  Scholz,  until  recently  cir¬ 
culation  manager  of  the  Crowell  Pub¬ 
lishing  Company  and  before  that  with 
the  Chicago  Record-Herald  under  the 
ownership  of  Victor  F.  Lawson,  has 
been  appointed  director  of  circulation 
of  the  Butterick  Publishing  Company, 
publisher  of  seven  magazines  of  large 
naiioiial  circulation,  liesides  26  other 
liublications. 

In  his  new  connection,  Mr.  Scholz 
will  supervise  the  sales  and  distribu¬ 
tion  of  the  following  well-known  pub¬ 
lications  :  Delineator,  Designer,  Wo¬ 
man’s  Magazine,  .Adventure,  Every¬ 
body’s  Magazine,  Romance  and  the 
Home  Sector. 

The  second  change  of  employers  in 
thirty  years  of  circulation  work  places 
E.  A.  Scholz  in  an  executive  position  of 
great  importance.  He  is  known  from 
coast  to  coast  of  the  United  States  as  a 
circulation  btiilder  of  unusual  ability. 
His  knowledge  of  the  circulation  geog¬ 
raphy  in  .America  is  surpassed  by  few, 
if  any,  men  who  have  conducted  na¬ 
tional  circulation  campaigns. 

Possessed  of  a  remarkable  faculty  for 
attracting  and  holding  men,  Mr.  Scholz 
has  always  been  able  to  build  up  as 
large  a  staff  as  needed  for  any  emer¬ 
gency.  He  has  always  been  a  circula¬ 
tion  specialist,  never  sharing  his  efforts 
with  side  lines  or  spreading  out  into 
more  general  publication  management. 
Schooled  in  the  rigorous  training  of 
the  newspaper,  the  Butterick  Company 
has  found  in  Mr.  Scholz  an  expert  cap¬ 
able  of  solving  the  increasingly  compli¬ 
cated  problems  of  sales  and  distribution 
of  their  successful  group  of  seven  large 
and  growing  magazines. 

- 0- - 

ST.  PAUL  REORGANIZATION 


Staff  of  Daily  News  Changed  About — 
Kahn  Now  City  Editor 

5t.  P.scl,  Minn.,  Sept.  24. — The  edi¬ 
torial  staff  of  the  Daily  News  has  been 
largely  reorganized.  Howard  Kahn, 
the  financial  editor,  has  been  made  city 
editor.  He  is  succeeded  by  Fred  Ran- 
ney,  who  has  been  on  the  copy  desk. 
John  J.  Ahern,  late  city  editor,  becomes 
Sunday  editor. 

Ed  L.  Shave,  former  sports  editor, 
takes  the  same  place  again,  after  being 
in  overseas  service  over  a  year.  At¬ 
tached  to  the  regular  army,  he  was  di¬ 
rector  of  athletics  for  the  American 
soldiers  in  France  and  England.  M.  T. 
Caine,  sports  editor,  is  made  assistant 
to  .Ahern,  Sunday  editor. 


McGrath  Goes  to  Troy  Record 
Troy,  N.  Y.,  Sept.  24. — Cornelius 
McGrath,  formerly  with  the  Albany 
Telegram,  has  been  appointed  city  edi¬ 
tor  of  the  Record,  succeeding  Frank  S. 
Palmer,  now  managing  editor  of  the 
Cohoes  Dispatch. 


Williamson  Leaves  Des  Moines 
Blrli-ngton,  la..  Sept.  23. — Ed  Will¬ 
iamson  state  house  reporter  for  the  Des 
Moines  Register,  is  now  telegraph  editor 
with  the  Burlington  Hawkeye. 
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TRUTH  AD  CRUSADE  IS 
YET  IN  INFANCY 

Most  Dangerous  Factor  Is  Element  That 
Does  Not  Believe  Honesty  Is 
Best  Policy,  Sidener 
Says 


“The  growing  importance  of  confi¬ 
dence  as  a  business  asset  makes  it  safe 
to  predict  that  the  truth-in-advertising 
movement  is  not  yet  o(it  of  swaddling 
clothes,”  Merle  Sidener,  president  of  the 
Sidener- Van  Riper  Agency  of  Indianap¬ 
olis  and  chairman  of  the  National  Vigi¬ 
lance  Committee  of  the  Associated  Ad¬ 
vertising  Clubs,  said  in  an  address  at 
the  New  Orleans  convention. 

“The  truth  movement  is  essential  to 
the  maximum  success  of  advertising,” 
he  continued.  “Only  efficient  advertis¬ 
ing  can  succeed  permanently  and  only 
strictly  truthful  advertising  is  efficient. 
VVe  still  have  those  to  fight  who  de¬ 
liberately  seek  to  use  advertising  ille¬ 
gitimately,  but  the  larger  and  more  dan¬ 
gerous  element  is  that  minority  of  busi¬ 
ness  men  who  have  not  yet  learned  that 
honesty  is  the  only  policy.  There  is  no 
such  thing  as  a  white  lie,  especially  in 
advertising.  .\  statement  is  either  true 
or  untrue. 

Must  Appeal  to  All 

“Our  movement,  therefore,  must  set 
for  its  objective  the  carrying  of  our  mes¬ 
sage  to  all  people  everywhere.  Not  un¬ 
til  every  man,  woman  and  child  has 
learned  to  be  truthful  and  to  require 
those  with  whom  they  come  in  contact 
to  be  truthful,  will  our  movement  have 
succeeded.  Impossible  idealism?  No, 
merely  applied  common  sense. 

“We  will  all  agree  that  only  right  sur¬ 
vives  and  that  only  honesty  builds  per¬ 
manently.  With  that  as  the  basis,  in¬ 
telligent  reasoning  carries  us  to  the  point 
where  this  fundamental  truth  must  be 
universally  accepted  and  practised. 
What  is  true  must  be  believed  by  all, 
not  by  a  few. 

“While  our  especial  concern  is  for 
the  application  of  truth  to  advertising, 
we  cannot  be  technical.  The  advertise¬ 
ment  is  merely  the  reflection  of  the  ad¬ 
vertiser.  His  business  policy  must  be 
honest  or  his  advertising  cannot  be 
truthful.  .\ud  the  business  policy  is 
formulated  by  the  individual.  So  our 
message  must  ultimately  reach  all  in¬ 
dividuals  and  convert  all  individuals. 

World-Wide  Movement 

“In  brief,  the  greater  truth  movement 
will  be  a  plain  business  activity.  It  has 
already  jiassed  beyond  the  experimental 
state.  It  is  not  a  reform  movement, 
managed  by  fanatics  and  merely  tol¬ 
erated  by  the  rest  of  the  country.  But 
as  advertising  is  an  essential  part  of 
business,  so  this  truth  movement  is  an 
essential  part  of  business.  It  must  be 
financed  on  a  plane  with  other  large 
business  undertakings.  It  must  employ 
the  best  brains  the  business  and  profes¬ 
sional  world  produce.  It  must  have 
vision  and  he  constantly  scanning  the 
horizon  for  broader  opportunities. 

“.Mready,  foreign  countries  are  writ¬ 
ing  us  to  extend  the  truth  movement  to 
their  shores,  and  there  is  immediate 
need  for  these  invitations  to  be  accept¬ 
ed.  It  must  be  a  world  wide  movement 
in  order  that  it  keep  pace  with  the  spirit 
of  modern  times. 

“It  is  a  movement  in  which  every  man 
and  woman  engaged  in  the  business  of 
advertising  has  definite  interest. 

,  “In  theory  it  is  a  great  corporation 
in  which  every  one  of  you  owns  stock, 
and  as  stockholders  you  are  directly 
concerned  in  seeing  it  succeed.  Your 
dividends  will  come  in  the  form  of  in¬ 
creased  profits  in  your  own  individual 


lines  because  of  the  greater  confidence 
the  public  will  have  in  business  gen¬ 
erally.  If  you  ignore  your  own  re¬ 
sponsibility  to  help  create  maximum 
public  confidence,  then  you  are  dead¬ 
weight  pulling  against  the  movement. 

“Our  appeal,  therefore,  is  for  a  mil¬ 
lion  business  men  and  women  to  invest 
iheir  time  and  energy  in  promoting  the 
greater  consciousness  of  individual  re¬ 
sponsibility  for  truth  movement  during 
the  next  year.  With  such  a  force,  the 
program  which  we  have  built  on  paper 
car  be  made  a  practical,  virile  influence, 
the  limits  of  which  are  as  boundless 
as  the  reach  of  that  world  wide  human 
activity  which  we  call  business. 

HOITSEWARMING  IN  HOUSTON 


Ad  Club  Entertains  2.'>0  A.  A.  C.  W. 

Guests  in  New  Quarters 

Houstox.  Tex.,  .Sept.  24. — The  Adver¬ 
tising  .Association  added  new  honors  to 
its  reputation  for  hospitality,  Saturday, 
when  it  opened  its  doors  to  the  250  or 
more  delegates,  who  came  to  Houston 
on  the  way  to  New  Orleans  to  attend 
the  convention  of  the  .Advertising  Clubs 
of  the  World.  There  were  large  repre¬ 
sentations  from  Fort  Worth.  Dallas,  San 
Antonio,  Waco,  Corsicana  and  other 
Texas  towns.  They  were  met  at  the 
various  stations  by  committees  from  the 
association. 

The  entertainment  committee  was 
composed  of  J.  B,  AVestover,  president; 
Bromley  Ridley,  of  the  Houston  Chroni¬ 
cle  :  L.  J.  A’^an  I.aeys,  of  the  Post,  and 
members  of  the  Chamber  of  Commerce 
and  different  men’s  clubs.  Boat  rides 
on  the  ship  channel,  motor  drives  about 
the  city,  luncheon  at  the  Rice,  and  a  ball 
game  were  .amusements  provided. 


40  YEARS  FOR  ROCHESTER  HERALD 

Occasion  Is  Celebrated  by  Employes  with 
Parade  and  Outing 

Rochester,  N.  A'..  Sept.  19. — F.m- 
ployees  of  the  Herald  celebrated  the 
40ih  anniversary  of  the  founding  of  the 
newspaper,  September  7.  Nearly  250 
men  apd  women  left  the  city  in  automo¬ 
biles  in  the  morning,  after  a  parade 
through  the  downtown  streets,  and 
spent  the  rest  of  the  day  in  contests, 
sports  and  games  at  Manitou  Beach. 

Louis  M.  .Antisdale,  publisher,  an¬ 
nounced  that  a  similar  celebration 
would  be  held  every  five  years.  Samuel 
B.  Lee,  one  of  the  founders  of  the 
newspaper,  was  present  and  received  a 
hearty  welcome  when  he  arose  to  speak 
briefly.  Allison  J.  Brown  was  greeted 
as  the  oldest  employee  of  the  paper  in 
point  of  service. 


Cone  Leaves  New  Britain 
New  Britain,  Conn.,  Sept.  19. — Jere 
M.  Cone,  for  the  past  two  years  adver¬ 
tising  manager  of  the  Record,  has  re¬ 
signed  to  accept  a  position  with  Meech 
&  Stoddard,  wholesale  grain  dealers  in 
Middletown,  his  home  city.  During  his 
two  years  of  service  with  the  Record 
Mr.  Cone  rendered  much  valuable 
assistance  to  merchants,  especially  on 
“Dollar  Day”  and  special  sales. 


Crissey  Joins  Robel  Agency 
Chicago,  Sept.  22. — The  John  C.  Ro¬ 
bel  Agency’s  copy  department  is  now 
under  the  management  of  Paul  Crissey, 
a  former  Chicago  newspaper  man. 


Rome  (Ga.)  News  Appears 

(by  TEI.EnBABH) 

Rome,  Ga.,  Sept.  19. — The  new  Daily 
News  appeared  today  for  the  first  time 
in  twelve-page  size,  carrying  96  columns 
of  advertising. 


owa 


Mr.  A.  McDerniid, 

Sales  Manager, 

Gerhard  Mennen  Clieniieal  Co. 
Newark,  N.  J. 


Dear  Sir: 

Here  are  some  statistics  regarding  Iowa,  as  pertaining 
to  your  distribution.  You  will  find  120  department 
stores,  1,696  retail  druggists,  410  retail  dry  goods  stores 
and  5,016  general  stores,  7,242  prospective  distributors 
for  your  goods. 

There  are  2.220.350  people  who  live  in  Iowa  and  they 
are  the  kind  of  people  who  live,  too. 

There  are  26  cities  of  over  5,000  population  in  Iowa 
and  16  daily  newspapers  as  listed  here — home  news¬ 
papers.  Iowa  newspapers  have  a  total  circulation  of 
515,692  copies  per  day  which  you  can  buy  for  .972871 
per  agate  line. 

Iowa  is  a  mighty  good  territory  for  you  or  any  other 
national  advertiser  and  these  Iowa  daily  newspapers  are 
putting  over  some  pretty  big  things  for  their  customers. 

Somehow  or  other  people  living  in  Iowa  seem  to  like 
Iowa  daily  newspapers  better  than  they  like  other  pub¬ 
lications.  Perhaps  this  is  a  local  condition — -but  if  you 
are  after  Iowa  people  it  is,  perhaps,  best  to  kind  of 
cater  to  them  by  reaching  them  through  their  favorite 
media. 

You  cannot  very  well  go  wrong  in  Iowa  if  you  use 
these  daily  newspapers. 

Yours  truly, 

EDITOR  &  PUBLISHER. 


Burlington  Hawkeye 
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NEWS  UNION  FORMED 
.  IN  ROCHESTER 


Keporterg  Affiliate  with  1.  T.  U.  and  De¬ 
mand  $50  Minimum  —  Publiebert 
Refuse  Recognition — Times- 
Union  Not  Affected 


iBv  Telbcka?k) 

KocHE^TtR,  X.  Y.,  Sept.  24. — A  union 
of  newspaper  writers,  affiliated  with  the 
allied  printing  trades  and  International 
Typographieal  Union,  has  been  organ¬ 
ized  in  this  city  and  demands  have  been 
presented  to  the  publishers  of  the  four 
daily  papers  for  a  minimum  salary  of 
$50  a  week  for  experienced  reporters. 

In  the  offices  of  all  papers,  except 
the  Times-Union,  the  union  has  obtained 
more  or  less  of  a  foothold. 

The  publishers  intend  standing  to¬ 
gether  and  refusing  absolutely  to  recog¬ 
nize  the  union.  They  are  willing  to 
grant  an  increase  in  wages,  which  will 
be  comparable  with  wages  paid  else¬ 
where  for  similar  work  according  to  the 
ability  of  the  employe,  but  they  are  un¬ 
alterably  opposed  to  releasing  jurisdic¬ 
tion  over  their  editorial  rooms. 

The  publishers  believe  that  there  is  a 
great  fundamental  .\mcrican  principle 
at  stake  and  that  the  freedom  of  the 
press  will  be  jeopardized  if  the  union  is 
recognized  under  the  form  of  contract 
submitted.  They  say  they  have  no 
objection  to  the  men  forming  an  asso¬ 
ciation  or  club,  but  they  will  not  turn 
over  their  news  columns  to  any  organi¬ 
zation  whether  it  be  religious,  labor, 
political  or  sectarian,  and  will  not  yield 
under  any  conditions. 

The  Times-Union  is  not  affected  by 
the  organization.  .All  the  Times-Union 
men  refused  to  join  and  remained  loyal 
to  their  employers.  These  men  maintain 
that  editorial  and  reportorial  work  is  a 
profession  and  not  a  trade,  and  they  are 
opposed  to  lieing  classed  with  purely 
mechanical  or  manual  labor.  They  are 
satisfied  with  their  pay  and  generous 
treatment  and  prefer  to  be  rewarded  on 
basis  of  merit  instead  of  on  a  flat  scale 
as  provided  by  the  union. 

I'nion  officers  say  more  than  three- 
fourths  of  the  newspaper  writers  have 
joined  the  union  and  others,  including 
desk  men.  have  made  application. 


Strike  Deadlock  Continues 
in  New  Haven 


Publishers  Refuse  to  Treat  with  Men — 
Issue  Papers  on  Time  Without 
Trouble 


New  Haven,  Conn.,  Sept.  24. — There 
is  no  change  in  the  news  writers’  strike 
situation  here.  The  men,  who  struck  a 
week  ago  Sunday  night,  are  still  out. 
There  has  been  no  conference  between 
the  reporters  and  the  publishers  and 
none  seems  likely.  The  publishers  are 
united  in  refusing  to  talk  with  the 
strikers  and  all  newspapers  are  publish¬ 
ing  on  time. 

Hugh  Kennedy,  business  manager  of 
the  Register,  declared  to  Editor  &  Pub- 


U.  3.  P.  O.  Report 

For  the  period  ending  April  1,  1919, 
Average  Daily  and  Sunday  Circulation 

76,652 

New  Orleans  Item 

Enjoy  1  the  largeit  afteraooa  asd 
Sunday  net  paid  circulation  of  any 
newspaper  published  in  the  antirr 
South. 


LisHEK  that  conditions  on  his  paper  are 
normal. 

The  other  publishers  are  busy  per¬ 
fecting  new  organizations. 

The  publishers  say  they  will  not  stand 
for  union  reporters  under  any  circum¬ 
stances,  declaring  they  see  an  attempt  on 
the  part  of  labor  to  dominate  their  news 
columns. 

Mr.  Kennedy,  of  the  Register,  de¬ 
clared  :  “The  Register  will  not  take  any 
strikers  back,  whether  they  resign  from 
the  union  or  not.  The  strike  is  over 
as  far  as  the  publishers  are  concerned.” 

The  strikers  continue  to  publish  their 
daily  paper,  the  Reporter. 

ST.  LOUIS  PLAN  SOLVES 
WRITERS’  UNIONS 

(Continued  from  Page  12.) 

vestigate  all  charges  of  unbecoming  and 
unethical  conduct  against  any  member, 
and  shall  report  to  the  Association  its 
findings  and  recommendations  in  such 
cases,  giving  the  accused  and  all  others 
interested  an  opportunity  to  be  heard. 

Duty  of  Executive  Committee. 

It  shall  be  the  duty  of  the  Executive 
Committee  from  time  to  time  to  make 
recommendations  as  to  the  policy  and 
activity  of  the  Association,  and  it  shall 
represent  the  Association  and  act  for  it 
in  all  matters  not  otherwise  delegated 
to  other  committees  or  reserved  to  the 
.As.sociation.  It  shall  be  the  duty  of  the 
l^xecutive  Committee  to  examine  the  re¬ 
ports  of  the  treasurer  as  often  as  may 
i>e  deemed  expedient,  and  it  shall  exam¬ 
ine  the  reports  of  all  other  officers  from 
time  to  time  and  report  its  findings  to 
the  .Association. 

The  secretary  of  the  Association  shall 
serve  as  secretary  of  the  Executive 
Committee.  Meetings  of  the  Executive 
Committee  shall  be  called  by  the  secre¬ 
tary,  at  the  instance  of  the  president,  at 
intervals  not  exceeding  two  weeks.  Six 
members  of  the  committee  shall  consti¬ 
tute  a  quorum. 

Section  2.  Such  other  committees  aj 
tlie  president,  the  Executive  Committee 
or  the  Association  shall  from  time  to 
time  decide  upon  shall  be  appointed  by 
the  president  as  required. 

ARTICLE  IX. 

Recall  of  Officers. 

Section  1.  The  officers  of  the  .Associa¬ 
tion  shall  be  at  all  times  subject  to  re¬ 
call.  The  recall  of  any  officer  or  officers 
may  be  initiated  by  written  proposal  of 
10  members  of  the  Association,  and 
shall  be  accomplished  only  by  a  referen¬ 
dum  vote  of  two-thirds  of  the  total 
membership  of  the  Association. 

Section  2.  .Any  officer  of  a  Chapter 
may  be  recalled  by  a  two-thirds  vote  of 
the  total  membership  of  that  Chapter. 

ARTICLE  X. 

Fees,  Dues  and  Assessments 

Section  1.  Each  member  shall  pay  to 
the  treasurer  of  the  Association  an  ini¬ 
tiation  fee  of  one  dollar. 

Section  2.  Each  member  shall  pay  to 
the  treasurer  of  the  Association  a 
monthly  due  of  25  cents.  Neither  the 


The 

Congregational  ist 

is  not  read  for  fun; 
it  is  read  seriously; 
therefore  it  is  well 
read. 

Broad-minded  advertisers 
know 

THE  CONGREGATIONALIST, 

14  Beacon  St.  BOSTON,  MASS. 


initiation  fee  nor  the  monthly  due  shall 
at  any  time  be  increased  save  by  vote  of 
the  Association. 

Section  3.  No  special  or  extraordi¬ 
nary  assessments  shall  at  any  time  be 
levied  except  by  vote  of  the  Association. 

Section  4.  The  paid  initiation  fees  and 
monthly  dues  derived  from  the  mem¬ 
bers,  together  with  such  special  assess¬ 
ments  as  may  from  time  to  time  be 
levied  upon  them,  shall  constitute  the 
only  source  of  revenue  of  this  Associa¬ 
tion. 

ARTICLE  XL 
Amendments. 

No  amendments  to  the  constitution 
such  amendments  a  two-thirds  vote  of 
shall  be  enacted,  unless  proposed  in 
writing  at  a  regular  meeting  of  the  As¬ 
sociation  and  laid  over  until  the  next 
regular  meeting;  for  the  adoption  of 
the  .Association’s  total  membership  shall 
be  required. 

FORMING  IN  PITTSBURGH 

Proceeding  on  “Safe  and  Sane  Lines,” 
Men  Say 

PiTTSBLRCH,  Pa.,  Sept.  24. — For  some 
time  much  agitation  has  been  going  on 
'll  the  Steel  City  to  have  the  members 
of  the  editorial  forces  align  themselves 
with  the  Typographical  Union.  Sev¬ 
eral  meetings  have  been  held  and  well 
defined  plans  for  organization  have  been 
laid. 

An  organization  has  now  been  com¬ 
pleted.  The  body  plan  to  move  along 
safe  and  .sane  lines  and  to  work  only 
for  bettering  the  condition  of  those  em¬ 
ployed  in  editorial  rooms  of  the  “Steel 
City,’’  it  is  slated  by  those  actively 
identified  with  the  movement. 

Newspaper  Men  to  Bowl 

r.KiiH’.EPORT,  Conn.,  Sept.  24. — News- 
1  aper  men,  workers  in  editorial  and 
mechanical  departments  of  all  Bridge¬ 
port  publications  have  formed  a  bowl¬ 
ing  league  and  will  soon  commence  the 
season’s  I'laying.  It  is  the  resumption 
of  a  pre-war  winter  indoor  sport. 


Editor  Kills  Merchant 
Thorndale,  Tex.,  Sept.  19. — E.  L. 
Ramsey,  editor  of  the  Thorndale  Thorn, 
shot  and  killed  .Adolph  Taegel,  Sr.,  a 
merchant,  on  Sept.  9.  He  is  under  ar¬ 
rest  under  $3.(XX)  bond  to  await  action 
liy  the  Grand  Jury.  The  cause  of  the 
shooting  is  not  known. 


The  Detroit  Sunday  News 

in  August  showed  a  gain  of  33,000  paid 
circulation  over  the  same  month  in  1918. 
In  Detroit  alone,  its  circulation  is  4^ 
greater  than  its  only  Sunday  competitor’s. 


Reason  Results 

The  merchants  of  Wash¬ 
ington,  D.  C.‘,  usually  use 
more  space  in 

than  in  the  other  three 
papers  combined. 


WRITERS  ORGANIZE  ON 
NEW  PLAN 


Bridgeport  Newspaper  Workers  Elect 
“Shop  Committee”  to  Handle  Af¬ 
fairs  on  Suggestion  of  George 
Waldo,  Publisher 


Bridgeport,  Caiin.,  Sept.  18. — Em¬ 
ployees  of  the  Post  Publishing  Com¬ 
pany,  editorial  department  workers  on 
the  Post,  Sunday  Post  and  Standard- 
Telegram.  have  completed  an  organiza¬ 
tion  and  have  elected  a  shop  committee 
following  the  line  urged  recently  by 
George  Waldo,  Jr.,  editor-in-chief  and 
publisher. 

The  committee,  comprising  one  man 
from  each  staff  and  one  woman  news- 
writer,  was  uninstructed  as  to  course 
of  action.  Members  of  the  Newswrit- 
ers’  Equity  .Association  dominated  the 
meeting,  the  election  of  running  few 
shy  of  unanimous,  despite  the  secret 
ballot  without  prior  nominations;  35 
were  present*. 

Earl  C.  Donegan,  city  editor  of  the 
Sunday  Post ;  Miss  Matron  Phelan,  the 
Catherine  Calvert  feature  writer  of  the 
Sunday  Post;  Joseph  H.  Shea  of  the 
Evening  Post,  and  Harvey  Brown  of 
the  Standard-Telegram  are  the  com¬ 
mittee.  The  secretary,  Vincent  S,  Sex¬ 
ton,  Standard-Telegram,  was  instructed 
to  notify  Mr.  Waldo  of  the  action 
taken.  Norman  S.  Hall  of  the  Post 
presided. 


Union  Buttons  in  Bridgeport 

Bridgeport,  Conn.,  Sept.  24. — Mem¬ 
bers  of  the  Newswriters’  Equity  Asso¬ 
ciation,  are  wearing  the  new  blue  and 
white  N.  E.  A.  buttons,  just  received. 


Service 

National  advertisers  find  the 
Indianapolis  Radius  an  easy  market 
to  cultivate  because  they  can  obtain 
exact  information  of  conditions 
from  the  Merchandising  Service 
Department  of 

THB 

[NDlANApoiiS  News 

Charttr  Member  A.  B,  C. 

Forest!  Repretenlatives 

Dan  A.  Carroll,  Tribune  Bldg.,  New  York 
J.  E.  Lutz,  First  Nat.  Bank  Bldg., Chicago 


During  the  seven  months  ending  July  31 

614,922  r.' 

of  national  advertising  were  published  in 

The  Clarksburg 
Telegram 

a  gain  over  the  same  period  of  1918  of 

74.5% 

It  pays  to  advertise  in  “West  Virginia’s 
Leading  Newspaper.” 

The 

PittsburghS^ 

has  the  sec- 
ond  largest 
morning  andSunday  cir¬ 
culation  in  Pittsburgh. 
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“GET  MARRIED,”  SAYS 
COUNTESS  MARIA 

Noted  Italian  Woman  Jounialist,  Brings 
Message  to  Sister  Newspaper  Women 
of  America  at  Physicians' 
Conference 


Interviewing  the  Countess  Maria  a 
Loschi  at  the  rate  of  many  hundreds  of 
words  a  minute 
— a  11  by  the 
Countess  —  and 
coming  away 
with  an  import¬ 
ant  message  from 
that  noted  Italian 
newspaper  wo¬ 
man  to  the  news¬ 
paper  women  of 
America,  was  an 
assignment  giv¬ 
en  to  and  fulfilled 
by  the  represen¬ 
tative  of  Editor  Countess  Maria 
&  Publisher.  Loschi. 

In  appearance,  the  Countess  was  re¬ 
assuring,  especially  when  one  encounter¬ 
ed  her  at  the  International  Conference 
of  Women  Physicians,  the  delegates  to 
which  are  rather  awe-inspiring  in  eye¬ 
glasses  with  heavy  cords,  severely 
smoothed  hair,  business  like  suits  and 
common-sense  shoes. 

A  Talented  Linguist 

The  Countess  is  tremendously  wise. 
She  speaks  ever  so  many  languages 
fluently — that  is  why  she  was  invited  to 
come  over  here  and  act  as  official  in¬ 
terpreter  at  the  Women  Physicians’ 
Conference  —  she  has  studied  and 
traveled  in  many  countries,  she  is  Ital¬ 
ian  representative  of  the  American  For¬ 
eign  Press  Service  of  New  York,  cor¬ 
respondent  of  the  Roman  daily  L’Epoca 
and  of  La  Donna,  a  woman’s  magazine, 
she  has  acted  as  tutor  to  tht  Royal 
Princesses  of  Italy — but  she  is  very 
feminine. 

The  importance  of  being  feminine  in¬ 
stead  of  a  feminist  (if  one  happens  to 
have  been  born  a  woman),  of  staying 
young  as  long  as  possible,  of  dressing 
attractively,  of  falling  in  love  and  of 
getting  married  as  soon  as  possible  and 
of  leaving  business  life  flat  and  of  stay¬ 
ing  home  and  keeping  house  and  raising 
a  family — these  are  the  things  that  the 
Countess  would  impress  on  the  young 
women  who  are  passing  up  home  life 
and  matrimony  for  “careers”  on  Ameri¬ 
can  newspapers. 

Take  it  from  the  Countess,  this  is  all 
wrong — and  the  Countess,  herself,  is  un¬ 
married.  She  is  also  in  her  twenties. 

Trained  for  Jonrnalism 

“I  am  not  married  but  1  want  to  be — 
if  I  can  find  the  right  man,”  she  said. 
“I  believe  that  being  in  love  and  happily 
married  and  having  children  are  the 
greatest  things  in  the  world. 

“For  the  present,  I  am  going  ahead 
with  the  work  that  I  know  how  to  do 
best — journalism — for  which  my  father 
trained  me  by  giving  me  a  good  educa¬ 


tion.  But  my  mother  also  trained  me  to 
manage  a  home.  1  like  newspaper  work 
and  I  make  considerable  money  at  it  and 
by  writing  for  magazines,  but  I  would 
gladly  give  it  up  for  a  real  home  of 
my  own  and  the  right  man  for  a  hus¬ 
band.” 

The  Countess  speaks  American  slang, 
on  occasion,  and  without  an  accent. 

“I’ll  tell  the  newspaper  women  of 
America — and  the  world — that  married 
life  has  newspaper  work  beaten  to  a 
frazzle,”  she  declared. 

Editors  Are  Cruel 

She  had  planned  to  fly  with  D’An¬ 
nunzio’s  party  in  the  trip  they  planned 
from  Italy  to  Japan,  recently  The  edi¬ 
tor  of  L’Epoca  suggested  to  her  that  as 
she  might  be  killed  during  the  flight, 
it  would  be  well  for  her  to  write  for 
him  in  advance  a  story  of  her  death  so 
it  would  read  as  if  she  had  written  it 
at  the  last  moment. 

“Editors  are  very  cruel,”  she  com¬ 
mented. 


George  Hosmer  Comes  Back 
to  Newspaper  Work 

Chairman  of  National  Editorial  Associa¬ 
tion’s  Legislative  Committe  Buys 
Manatee  River  Journal 


Rradentown,  Fla.,  Sept.  24. — George 
E.  Hosmer.  formerly  president  of  the 
National  Editorial  Association,  for  five 
years  chairman  of  the  Legislative  Com¬ 
mittee  of  the  same  organization,  and 
who  retired  as  collector  of  customs  at 
Denver,  Colo.,  on  August  1,  has  bought 
the  controlling  interest  in  the  Manatee 
River  Journal,  published  here.  Joseph 
H.  Humphries,  who  founded  the  Jour¬ 
nal  thirty-one  years  ago,  is  postmaster 
at  Rradentown  and  finally  decided  that 
he  could  not  give  the  paper  the  atten¬ 
tion  it  needed  without  neglecting  his 
official  duties. 

Mr.  blosmer  had  been  actively  en¬ 
gaged  in  the  newspaper  business  in 
Colorado  for  about  30  years.  President 
Albright  of  the  National  Editorial  As¬ 
sociation  has  reappointed  Mr.  Hosmer 
chairman  of  the  legislative  committee. 


Sweitzer  Promoted 

At'ROR.s,  Ill.,  Sept.  22. — The  Allsteel- 
equip  Company  announces  the  appoint¬ 
ment  of  H.  Earl  Sweitzer  as  sales  and 
advertising  manager,  Mr.  Sweitzer  has 
been  assistant  advertising  manager  of 
the  company  and  formerly  was  in 
charge  of  advertising  for  the  Appleton 
Manufacturing  Company,  Batavia,  Ill. 


PREMIUMS 

Tluit  Are  Real  Subscription  Producers 

S.  BLAKE  WILLSDEN 

MaDUfacturers  and  Publiabers  RapresenUtlvs, 

1606  Heyworth  Building 
29  E.  Madison  St  CHICAGO 


HUELSTER  GOES  BANKING 


W.  H.  Powell  Visiting  Old  Friends  in 
St.  Paul — Staff  Notes 

St.  Paul,  Minn.,  Sept.  24. — Howard 
Huelster,  formerly  with  the  service  de¬ 
partment  of  the  Dispatch-Pioneer  Press, 
has  returned  from  military  service  in 
France  and  connected  himself  with  the 
service  department  of  the  Merchants’ 
National  Bank,  which  is  in  charge  of 
Capt.  Ray  I.  Tennant,  formerly  of  the 
service  department  of  the  Dispatch- 
Pioneer  Press.  Earl  D.  Jenckes,  who 
has  had  the  railroad  run  for  the  Dis¬ 
patch  Pioneer  Press,  has  been  trans¬ 
ferred  to  the  Pioneer  Press  copy  desk. 

“Al”  Evans  is  writing  a  daily  column, 
“The  Pipe  Line,”  for  the  editorial  page 
of  the  Dispatch.  It  is  a  philosophical- 
humorous  proposition. 

W.  H.  Powell,  formerly  city  editor 
of  the  Pioneer  Press  and  now  editor  of 
the  Ottumwa  (la.)  Courier,  has  been 
spending  part  of  his  vacation  in  St. 
Paul.  He  succeeded  through  his  paper 
in  banishing  socialistic  text  books  from 
the  Ottumwa  public  schools,  which  fur¬ 
nished  him  with  a  topic  for  lectures  on 
the  Chautauqua  circuit  in  Missouri. 
Mr.  Powell  was  once  associated  with 
Mark  Twain  in  newspaper  work. 

SAFETY  CONVENTION  PLANNED 


R.  M.  Wheeler  Finds  Newspapers  Always 
Ready  to  Co-operate 

R.  M.  Wheeler,  manager  of  the  indus¬ 
trial  department  of  the  Cleveland 
Leader-News,  and  chairman  for  the  pub¬ 
licity  committee  for  the  National  Safety 
Council,  spent  last  week  in  New  York 
in  the  interests  of  the  coming  congress 
of  the  council  meeting. 

Mr.  Wheeler  says  that  Cleveland  is 
preparing  to  entertain  over  four  thou¬ 
sand  manufacturers  from  the  United 
States  and  Canada,  and  that  no  stone 
will  be  left  unturned  to  give  the  city  a 
record  of  no  accidents  during  this  week. 
In  speaking  of  the  activities  of  this 
organization,  Mr.  W'heeler  made  the  fol¬ 
lowing  statement : 


WE  SPEND  MORE 
THAN 

$500,000 

per  year  to  produce  the  fea¬ 
tures  which  nave  created  the 
greatest  newspaper  following 
in  the  world. 

“Hearsft  Features  Always 
Lead* 

Write  for  booklet. 

“Half  Million  Dollar  Fantura  Servlca” 


The  International  Feature 
Service 

246  West  59th  Street 


THE  INTERNATIONAL  NEWS  BUREAU,  Inc. 

15  SCHOOL  STREET,  BOSTON,  MASS. 

(/.  /.  BOSDAN,  Editor) 

More  than  120  American  and  Canadian  newspapers  subscribe  to  onr  service 

Each  week  our  subscribers  receive  between  30  and  50  columns  of  copy. 
Authoritative  articles  by  men  of  international  calibre  on  matters  internation- 
aL  human  interest  stories  from  all  lands  and  climes,  revelations  of  European 
ciiurts,  speeches  and  addresses  of  men  and  women  whose  words  influence  the 
thought  of  nations,  translations  from  every  important  foreign  newspaper; 
these  and  numberless  other  items  day  after  day  are  sent  to  our  snbscri^rs. 

IN  SHORT.  MR.  EDITOR— ESPECIALLY  MR.  SUNDAY  EDITOR 
-WE  CONSTANTLY  SPREAD  THE  WORLD  BEFORE  YOU  FROM 
ALL  ANGIES. 

You  will  find  our  monthly  subscription  rates  surprisingly  low. 


The  True  News 

FIRST 

A  Iways — A  ccuratel  y 

International  News  Service 
World  Bldg.  New  Yoric 


“The  daily  newspapers,  wherever  the 
facts  have  been  called  to  their  attention, 
have  never  hesitated  to  give  publicity  as 
to  what  this  newer  idea  of  ‘Safety  First’ 
means  to  the  industrial  life  of  America. 
In  every  city  throughout  the  country  the 
editor  will  always  find  a  human  interest 
story  in  these  safety  departments  that 
cannot  fail  to  hold  the  attention  of  his 
readers.” 


Charged  with  “Unfair”  Practices 

WASHtNCTON,  Sept.  23. —  Practically 
all  of  the  larger  typewriter  and  calcu¬ 
lating  machine  companies,  seventeen  in 
all,  have  been  cited  by  the  Federal 
Trade  Commission  to  answer  .complaints 
charging  unfair  competition  on  Novem¬ 
ber  13  at  the  commission’s  office  here. 
It  is  alleged  the  companies  have  given 
rebates  and  discounts  tending  to  restrict 
free  competition  and  create  monopolies. 
Misbranding  and  misleading  advertis¬ 
ing  has  been  charged  against  W.  A. 
Case  &  Son  Manufacturing  Company, 
Inc.,  Buffalo,  N.  Y.  The  concern  was 
directed  to  file  answer  with  the  commis¬ 
sion  October  28. 


Mrs.  Taylor  Sells  Daily 

Fairfikld,  la..  Sept.  23. — C.  E.  Nieu- 
kirk,  publisher  of  the  Batavia  News,  has 
purchased  the  interest  of  Mrs.  Laura  R. 
Taylor  in  the  Fairfield  Daily  Journal. 
Mr.  Nieukirk  will  become  business  man¬ 
ager  and  devote  his  entire  time  to  the 
Journal.  Mrs.  Taylor  will  remain  with 
the  firm. 


Bandits  Gel  News  Workers’  Pay 
Bandits  backed  Frank  Kelly,  cashier 
of  the  Nassau  .News  Company,  New 
York,  into  a  hallway  early  Sunday  morn¬ 
ing,  blackjacked  him  and  stole  $3,(XX)  in 
cash,  the  company's  payroll. 


New  Era 
Features 

30  East  42nd  St.,  New  York  City 

Forty  Leading  Papers 
Print  Our  Service. 

Send  for  our  Headline  History  of  the 
World  War 


Fifty  leading  newspaper  pub¬ 
lishers  in  the  United  States  and 
Canada  will  tell  you  that  their 
membership  in  The  Associated 
Newspapers  was  worth  more  than 
it  cost  at  the  start  and  has  steadily 
increased  in*  value  since. 

If  your  city  is  open,  you  may  join 
at  the  same  proportionate  rate,  and 
secure  the  greater  value  they  have 
already  built  up. 

Write  or  wire  for  ratea. 

The  Associated  Newspapers 
170  Broadway  New  York 


NEmPER 


GET  THE  FEATURES  THAT  HAVE 
WON  THE  BIGGEST  AUDIENCE 
Writs  ua  for  aamplaa  of  our  col¬ 
ored  coBsics,  dadly  and  Snadnir 
pagoa  In  block  and  oolora. 

Newspaper  Feature  Service 

M.  KOENIGSBEEG,  llanaer 
2-11  WEST  SSTH  ST.  NEW  YOEK 
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TELLS  OF  “PAGE  IDEA 
IN  NEWSPAPERS” 


Use  of  Larger  Space  by  Nalional  Adver¬ 
tisers  in  Chief  Distributing  Centers 
Becoming  Popular,  Frank 
Webb  Reports 

“To  begin  at  the  beginning,  why  do 
we  so  often  hear  from  national  adver¬ 
tisers,  ‘No;  I  am 
not  going  to  do 
any  local  adver¬ 
tising,’  or  ‘it  is 
up  to  the  dealer 
to  do  local  ad¬ 
vertising,’  when 
we  are  discuss¬ 
ing  with  them 
the  merits  of  a 
campaign  of  ad- 
vertising  in 
newspapers  ?” 
asked  Frank  D. 

Webb,  advertis¬ 
ing  manager  of 
the  Baltimore  News,  in  an  ^address  on 
“The  Page  Idea  in  Newspapers,’’  at  the 
New  Orleans  Convention  of  the  A.  A. 
C.  of  W. 

“With  the  growth  of  the  idea  of  a 
campaign  of  full  pages,  or  even  double 
pages  in  publications  of  so  called  na¬ 
tional  circulation,  why  isn’t  the  same 
idea,  the  beginning  of  which  we  are  just 
seeing,  good  in  newspapers? 

“For  several  years  now',  one  full  page 
or  even  several  full  pages  in  the  course 
of  a  newspaper  campaign  has  been  grow¬ 
ing  increasingly  frequent,  but  only  very 
recently  inaugurated  by  the  Goodyear, 
Goodrich  and  Firestone  Tire  people 
have  we  seen  the  newspaper  campaign 
on  anything  like  a  general  scale  across 
the  country,  the  back-bone  of  which  is 
made  up  of  full  page  advertisements. 

Should  Move  Merchandise 

The  idea  of  using  one  or  even  two 
or  three  full  pages  in  the  course  of  a 
schedule  of  from  5,000  lines  up,  is  be¬ 
coming  so  customary  now  that  the  cam¬ 
paign  which  comes  in  without  it,  above 
this  size,  may  almost  be  said  to  be  the 
exception  rather  than  the  rule,  but  in 
the  great  majority  of  these  cases  the 
primary  purpose  of  the  page  or  pages  is 
to  get,'  or  to  perfect  distribution. 

“And  if  the  page  is  a  valuable  factor 
in  getting  the  merchandise  on  the 
dealers’  shelves,  it  would  seem  to  be  an 
inestimably  more  important  factor  in 
performing  the  major  part  of  the  sell¬ 
ing  operation ;  namely,  moving  it  off 
the  dealers’  shelves  and  into  the  hands 
of  the  ultimate  consumer. 

“So  many  firms  enter  a  market  ap¬ 
parently  with  the  thought  that  if  by  any 
manner  of  means  initial  distribution  can 
once  be  secured  the  product  thereafter 
will  take  care  of  itself;  when,  as  a  mat¬ 
ter  of  fact,  in  our  experience,  almost 
nothing  in  business  is  easier  to  lose 
than  a  quick  initial  distribution,  especi¬ 
ally  of  the  sort  obtained  with  the  lever¬ 
age  of  advertising,  where  the  import- 


The  Test  Town  of  the  Country 
for  the  National  Advertiser 

Beloit,  Wisconsin 

Beloit  employs  7500  highly-skilled, 
highly-paid  mechanics  in  thirty  fac¬ 
tories  whose  deposits  in  local  banks 
total  $7,000,000. 

Arc  you  getting  your  share  of  this 
industrial  wealth? 

Beloit  has  one  paper— the  Daily  News. 
Circulation  over  7,000.  Rate,  2y,  cents 
per  agate  line. 


ance  of  utilizing  the  same  lever  to  move 
th2  goods  from  the  retailer  to  the  con¬ 
sumer  is  afterward  apparently  lost  sight 
of. 

“The  dealer  buys  on  the  strength  of 
the  page  and  following  copy,  has  a  con¬ 
siderable  part  of  the  initial  order  on  his 
shelves  perhaps,  after  the  heavy  part  of 
the  campaign  has  appeared,  and  unless 
the  effort  is  at  least  reasonably  sus¬ 
tained,  in  time  is  apt  to  come  to  the  con¬ 
clusion  that  he  is  being  left  to  hold  the 
bag. 

Holding  the  Bag 

“He  will  sell  the  last  of  the  initial 
order  only  too  frequently  with  a  sigh 
of  relief,  and  unless  the  goods  have 
been  so  extremely  meritorious  as  to  re¬ 
peat  strongly  from  the  initial  sale,  or 
unless  the  follow-up  advertising  has 
been  effective  enough  to  sustain  con¬ 
sumer  interest  he  will  let  the  goods 
stay  out  of  stock  until  the  inauguration 
of  another  selling  and  advertising  drive. 

“But  the  page  idea  even  fairly  sus¬ 
tained — to  the  extent  of  12  or  even  six 
a  year,  will  keep  the  product  in  the 
mind  of  the  consumer  as  well  as  the  re¬ 
tailer,  and  with  a  moderate  thread  of 
supporting  copy  should  steadily  build 
up  every  market  thus  cultivated. 

“In  practically  every  investigation  that 
we  have  made,  we  have  found  pretty 
much  the  same  general  characteristics 
cropping  up.  In  a  line  like  chewing 
gum,  for  example,  which  has  been  heav¬ 
ily  advertised  for  years  in  newspapers, 
we  have  found  a  comparatively  small 
number  of  products  in  the  entire  mar¬ 
ket.  a  very  high  percentage  of  distri¬ 
bution,  with  the  leading  newspaper  ad¬ 
vertisers  running  away  with  their  field. 

Dominating  the  Field 

“Comparing  this  with  talcum  powders 
and  jams  and  jellies,  for  example, 
which  are  both  conspicuous  for  the 
comparatively  small  amount  of  news¬ 
paper  advertising  which  has  been  done 
in  either  line,  we  found  a  very  large 
numljer  of  products,  as  a  general  thing 
with  a  low  percentage  of  distribution, 
and  the  market  more  or  less  cut  to  pieces 
hy  the  many  different  brands  competing 
for  it. 

“If  it  pays  to  advertise  such  com¬ 
modities  as  these  in  full  page'  copy  in 
pul)lications  of  so-called  national  circu¬ 
lation,  why  wouldn’t  it  pay  to  use  full 
pages,  at  least  in  the  leading  paper  of 
at  least  the  30  or  40  big  centres  of  dis¬ 
tribution  throughout  the  country,  on  the 
start  ? 

“The  manufacturers  who  have  had 
very  little  experience  with  newspapers, 
on  this  plan,  could  try  out  the  idea, 
learn  its  practicability  before  commit¬ 
ting  themselves  to  the  use  of  a  larger 
numl)er  of  publications  and  in  a  much 
larger  number  of  towns.” 


TO  REACH  THE  RICH 
TRADE  OF  KANSAS 

Mapeka 
Daily  Capital 

Sworn  Govemment  Report 

for  Six  Months  ending  Apr.  1,  1919 

35,247 

Its  sales  promotion  department  is 
at  the  service  of  advertisers.  And 
it  really  promotes. 

Member  A.  B.  C.  PubUthtr. 


H.  W.  KASTOR  PASSES 
-  AWAY  IN  ST.  LOUIS 

Pioneer  Advertising  Agent  of  Southwest 
Was  Also  Founder  of  First  Ger¬ 
man  Language  Paper  in 
Kansas 


(BY  TELECRAPH) 

St.  Louis,  Sept.  22. — Herman  W. 
Kastor,  81  years  old,  retired  founder  of 
the  H.  VV.  Kastor  &  Sons  Advertising 
Company,  St.  Louis  and  Chicago,  died 
of  paralysis  today,  following  an  attack 
of  apoplexy. 

Mr.  Kastor  retired  from  active  busi¬ 
ness  in  1912.  He  was  the  father  of 
Frederick  Kastor,  of  St.  Louis,  and  Ar¬ 
thur,  William,  Richard,  Ernest,  Benja¬ 
min,  and  Louis  Kastor,  all  of  Chicago, 
and  Mrs.  H.  O.  Krone,  of  Bartlesville, 
Okla.  He  was  born  in  Bavaria  and 
came  to  the  United  States  in  1852,  en¬ 
gaging  in  the  importing  business.  He 
married  Mrs.  Theresa  Rudolph,  his 
partner’s  daughter,  in  1860.  She  died 
in  1899. 

Mr.  Kastor  was  a  corporal  in  a  New 
York  regiment  and  later  a  second  lieu¬ 
tenant  in  a  Kansas  regiment  in  the  Civil 
War.  He  settled  in  Wyandotte  (now 
Kansas  City,  Kan.),  after  the  war  and 
started  the  first  German  language  speak¬ 
ing  newspaper  in  Kansas.  He  moved  his 
paper  first  to  Atchison,  Kan.,  and  then 
to  St.  Joseph,  Mo.,  where  he  became 
editor  and  part  owner  of  the  Daily  and 
Weekly  Volksblatt.  He  sold  out  this 
interest  in  1895  and  came  to  St.  Louis, 
where  he  started  in  the  advertising  busi¬ 
ness  that  still  bears  his  name. 


#b!iuan| 


Fr.xnk  E.  Du  mm,  former  newspaper 
man  and  playwright,  died  last  week  in 
Columbus.  O.  About  12  years  ago  he 
was  editor  of  the  Upper  Sandusky 
(Ohio)  Daily  Union. 

Mrs.  Theres.x  Wright,  69  years  old, 
mother  of  George  and  Walter  Wright, 
newspapermen  employed  by  the  City 
News  Bureau,  Chicago,  died  Septem¬ 
ber  11. 

Thomas  D.  Lane,  who  was  con¬ 
nected  with  the  business  staff  of  the 
Catholic  Sun,  Syracuse,  N.  Y.,  died  re¬ 
cently  at  Fort  Wayne,  Ind. 


John  G.  Capers,  a  member  of  the 
National  Press  Club  and  widely  known 
as  an  attorney  and  political  leader,  died 
recently  in  Washington,  D.  C,  of 
paralysis,  aged  53  years. 

Harry  Griffith,  for  many  years 
editor  of  the  Mt.  Gilead  (Ohio) 
Sentinel,  died  recently  of  apoplexy. 

Mrs.  Maria  McNary  Knepper,  widow 
of  Rev.  Charles  Knepper,  who  was  the 
founder  and  for  many  years  publisher 
of  the  Carnegie  (Pa.)  Item,  died  recent¬ 
ly  at  Carnegie,  aged  79  years. 

Benjamin  M.  Hair,  life  member  of 
the  Press  Qub  of  Chicago,  died  Septem¬ 
ber  19  at  his  home  in  Evanston,  Ill., 
aged  71  years.  He  was  president  of  the 
Northwestern  Yeast  Company,  Chicago, 
and  of  the  Home  Bank  &  Trust  Com¬ 
pany. 

Koel  D.  Miller,  editor  of  the 
Leominster  (Mass.)  Daily  Enterprise, 
died  September  21,  aged  82  years. 

Mrs.  Sophronia  T.  Neal,  mother  of 
Jesse  H.  Neal,  secretary  of  the  Asso¬ 
ciated  Business  Papers,  Inc.,  and 
William  H.  Neal,  Jr.,  superintendent  of 
advertising  of  the  St.  Paul  Daily  News, 
died  in  St.  Paul  September  15. 


Superior  Telegram  Omitted  in  Error 
Through  an  engraver’s  error  the  name 
of  Superior  (Wis.)  was  omitted  from 
the  “A.  B.  C.”  map  published  in  Editor 
&  Publisher  on  September  4.  The  Su¬ 
perior  Telegram  has  been  a  member  of 
the  A.  B.  C.  from  the  time  of  the  lat¬ 
ter’s  organization.  According  to  Polk’s 
directory  the  population  of  Superior  is 
59.168.  and  the  A.  B.  C.  circulation  of 
the  Superior  Telegram  is  15.150.  It  will 
be  noted  that  the  Superior  Telegram 
intensively  covers  the  important  trading 
area  of  Superior. 


The  Mount  Yemon,  N.  Y. 

DAILY  ARGUS 

carries  more  display  advertising 
than  any  other  newspaper  in 
Westchester  Connty 

’This  is  an  acknowledgment  of  its 
power  that  the  advertiser  should 
heed,  if  desirous  of  reaching  the 
people  of  Mount  Vernon. 

GEO.  B.  DAVID  &  CO. 

Foreign  Representative 
171  Madison  Ave.  NEW  YORK 


You  can  reach 

Albany,  Troy  and 
Schenectady  with 
one  paper 


l^ftiaburg  BlBpatrli 

has  been  a  potent  factor  in 
the  success  of  Pittsburg’s  big 
stores. 


The  Sunday  Telegram 
Albany,  N.  Y. 
Circulation,  28,000 


LOS  ANGELES 

Evening  Herald 

Circulation  g  re  a  t  e  r 
than  the  combined 
circulation  of  its  two 
evening  competitors. 


Charter  Member  A.  B.  C. 


WALXACB  G.  BROOKE 
BruDBwlek  BoUdlnR,  New  York 
THE  rOBD-PARSONS  CO., 
Peoples  Oaa  BuUdlos,  Cbleage 
H.  0.  ROOK 

Bsal  Eitate  Tnist  Bolldlng,  Phlladslphla 


New  Orleans  States 

Member  Audit  Bureau  of  Ctrculetlnne. 

Sworn  Net  Paid  Circulation  for  6 
Montha  Ending  April  1st,  1919 

43,701  Daily 

We  guarantee  tbe  largest  white  boms 
dellrered  eTening  etrculation  In  the  trade 
territory  of  New  Orleana. 

To  reach  a  large  majorltr  of  tbe  trade 
proepecta  In  the  local  territory  tbe  States 
la  tbe  logical  and  economic  medium. 
Circulation  data  sent  on  request. 

The  S.  C.  Beckwith  ^xieial  Agcy. 

Sole  Foreign  BepreaentatlTes 
New  York  Chicago  St.  Lonla 
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TIPS  FOR  AD  MANAGERS 


Norris  L.  Bull,  703  Main  street, 
Hartford,  Conn.,  will  begin  immediately 
a  campaign  for  the  Eugene  A.  Olson 
Company,  Hartford,  manufacturer  of 
engraved  stationery. 

Husband  &  Thomas,  58  East  Wash¬ 
ington  street,  Chicago,  has  obtained  ac¬ 
count  of  Eagle-Picher  Lead  Company, 
Chicago. 

Eugene  McGuckin  Company,  105 
North  15th  street,  Philadelphia,  has  ob¬ 
tained  account  of  Thomas  Maddock’s 
.Sons  Company,  Trenton,  N.  J.,  manu-' 
factoring  earthenware  plumbing  fix¬ 
tures;  adevrtising  program  for  coming 
year  now  being  considered. 

Powers-House  Company,  Illuminat¬ 
ing  Building,  Cleveland,  will  handle 
future  advertising  of  Bostwick  Steel 
Lathe  Company,  Niles,  O. 

Clifford  Bleyer  Company,  Chicago, 
will  handle  accounts  of  the  Kraus  Mill¬ 
ing  Company,  Eagle  Lye  Company  and 
Milwaukee  Corrugating  Company,  all  of 
Milwaukee. 

Cirman  Company,  19  West  44th 
street.  New  York,  has  been  appointed 
to  handle  advertising  of  the  Sexton 
Manufacturing  Company,  Fairfield,  Ill., 
making  men’s  and  children’s  underwear 
and  nightwear. 

La  Porte  &  Austin,  261  Broadway, 
New  York.  Planning  a  national  adver¬ 
tising  campaign  for  the  Neu-Metal 
Company,  New  York,  manufacturer  of 
a  patent  solder. 

Dcoley-Brennan  Company,  Harris 
Trust  Building,  Chicago.  Placing  news¬ 
paper  copy  in  metropolitan  cities  for  the 
Stuart  Products  Corporation,  Chicago, 
on  “Make-Ur-Own-Batteries” ;  placing 
copy  for  the  Osgood  Lens  &  Supply 
Company,  Chicago  (maker  of  the  “Os¬ 
good  Reflector  Lens’’),  Chicago,  in 
California  farm  and  foreign  language 
publications. 

F.  Wallis  Armstrong  Company, 
North  American  building,  Philadelphia. 
Placing  orders  with  newspapers  for 
Butterick  Publishing  Company. 

N.  W.  Ayer  &  Son,  300  Chestnut 
street,  Philadelphia.  Again  placing  copy 
with  newspapers  for  Winship-Boit  Com¬ 
pany. 

Barrows  &  Richardson,  Drexel 
building,  Philadelphia.  Again  placing 
orders  with  newspapers  for  Huyler’s 
f^.'andy  Company. 

Blaine-Thompson  Company,  Fourth 
National  Bank  building,  Cincinnati. 
Placing  4-inch  46-time  orders  for  Free¬ 
man  Perfume  Company. 

Nelson  Chesman  &  Co.,  1127  Pine 
street,  St.  Louis.  Again  placing  copy 
with  newspapers  for  A.  H.  Lewis  Medi¬ 
cine  Company. 

CowEN  Company,  50  Union  Square, 
New  York.  Placing  copy  with  New 
^■ork  City  and  New  Jersey  newspapers 
for  Lorillard  Tobacco  Company. 

Critch FIELD  Company,  Brooks  build¬ 
ing  Chicago.  Placing  orders  in  roto¬ 
gravure  sections  of  newspapers  for  Pat- 
rick-Duluth  Woolen  Mills;  making  re¬ 


newal  contracts  with  newspapers  for 
Firestone  Tire  &  Rubber  Company. 

George  L.  Dyer  Company,  42  Broad¬ 
way,  New  York,  -^gain  placing  copy 
with  newspapers  for  Gillette  Safety  Ra¬ 
zor  Company. 

F.  A.  Ensign  Company,  Union 
Arcade  building,  Pittsburgh.  Making 
contracts  with  a  list  of  newspapers  for 
Pittsburgh  Tin  Plate  Corporation. 

Erickson  Company,  381  Fourth  ave¬ 
nue,  New  York.  Making  5,{XX3-line  one- 
year  contracts  with  newspapers  for  Red 
Cross  Magazine. 

Fonda-Haupt  Company,  286  Fifth 
avenue,  New  York.  Again  placing  copy 
in  rotogravure  sections  of  newspapers 
for  Lustrite  Corporation. 

Albert  Frank  &  Co.,  26  Beaver  street. 
New  York.  Placing  78  line  daily  three- 
month  orders  with  newspapers  for 
Provident  Loan  &  Saving  Company. 

Louis  J.  Goldman,  Inc.,  1834  Broad¬ 
way,  New  York.  Gradually  extending 
advertising  with  some  New  England 
newspapers,  principally  where  it  has 
stores,  for  Lerner  Blouse  Company. 

L.  S.  Goldsmith,  244  Fifth  avenue. 
New  York.  Placing  orders  with  roto¬ 
gravure  sections  of  New  York  City 
newspapers  for  Crystal  Mills,  Inc. 

Green,  Fulton,  Cunningham  Com¬ 
pany,  Free  Press  building  Detroit, 
.^gain  placing  orders  with  newspapers 
for  Nash  Motor  Company. 

Greig  &  Ward,  104  South  Michigan 
building,  Chicago.  Again  placing  orders 
with  newspapers  for  Fishback  Company. 

Hanff-Metzger,  95  Madison  avenue. 
New  York.  Placing  orders  with  South¬ 
ern  newspapers  for  Yale  &  Towne  Man¬ 
ufacturing  Company;  making  contracts 
with  Middle  West  newspapers  for  Pathe 
Freres  Phonograph  Company. 

Wylie  B.  Jones  Agency,  Bingham¬ 
ton.  Placing  orders  with  newspapers 
for  Line-a-Time  Manufacturing  Com¬ 
pany. 

Willis  S.  Kilmer  Company,  Bing¬ 
hamton,  N.  Y.  Again  making  up  list 
and  sending  out  copy  to  newspapers  for 
“Swamp  Root.” 

Lord  &  Thomas,  Mailers  building, 
Chicago.  Making  5,000-line  contracts 
with  newspapers  for  “Pepsodent”  Com¬ 
pany  ;  again  making  4,000-line  contracts 
with  a  few  newspapers  for  National 
Coal  Association. 

Lord  &  Thomas,  Los  Angeles,  Cal. 
Placing  orders  with  some  large  city 
Sunday  newspapers  for  Palmer  Photo¬ 
play  Corporation. 

Breaking  Records 

comes  natural  to  THE  PLAIN  DEALER. 

Whenever  the  Cleveland  advertising  fig¬ 
ures  disclose  any  startling  fact,  it  is 
THE  PLAIN  DEALER  that  does  the 
startling. 

That  is  because  hig  space  buyers  so  fully 
back  their  knowledge  of  the  superiority  of 

The  Plain  Dealer 

Lareest  Morning  Circniation  Between 
New  York  and  Chicago 


Mallory,  Mitchell  &  Faust  Com- 
p.txY,  189  West  Madison  avenue,  Chi¬ 
cago.  Making  15,000-line  contracts  with 
Middle  West  newspapers  for  Armour 
Grain  Company. 

Matte.son-F(h;erty-Jordan  Company, 
140  North  Dearborn  street,  Chicago. 
Placing  schedules  with  newspa^iers  for 
Globe  Soap  Company. 

Morse  International  Agency,  449 
Fourth  avenue.  New  York.  Reported 
will  make  up  lists  during  November,  us¬ 
ing  newspapers  for  B.  F.  Allen  &  Co. 

W.  A.  Patterson  Company,  1  Madi¬ 
son  avenue.  New  York.  Placing  56-line 
10-time  orders  with  newspapers  that 
have  rotogravure  sections  for  Empress 
Manufacturing  Company. 

Peck’s  Agency,  347  Fifth  avenue. 
New  York.  Again  placing  orders  with 
newspapers  for  D.  Auerbach  &  Sons. 

Fred  M.  Randall  Company,  Book 
building  Detroit.  Reported  will  make 
up  a  list  of  newspapers  during  Novem¬ 
ber  for  Aladdin  Company. 

Rowland  Advertising  Agency,  1790 
Broadway,  New  York.  Placing  orders 
with  some  New  York  City  newspapers 
for  Story  Rubber  Corporation. 

Thielecke  Advertising  Company,  22 
West  Monroe  street,  Chicago.  Will 
make  up  list  of  farm  papers  during  Oc¬ 
tober  for  Reliable  Incubator  &  Brooder 
Company. 

Weil,  Blow  &  W'eii.l,  116  West  32nd 
street.  New  York.  Placing  orders  in 
rotogravure  sections  of  New  York  City 
newspapers  for  Consolidated  American 
Fastener  Company;  again  placing  copy 
with  newspapers  that  have  rotogravure 
sections  for  Crown  Embroidery  Works. 

Fred  M.  Randall  Company,  Ford 
Bldg.,  Detroit.  Has  secured  the  follow¬ 
ing  new  accounts:  Himelhoch  Company, 
Detroit  (women’s  garments) ;  Mrs. 
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is  a  7-day  Morning  Associ¬ 
ated  Press  Newspaper  and 
is  the  only  morning  news¬ 
paper  in  industrial  centre 
with  a  million  population. 

Morning  Edition,  2c. 
Sunday  Edition,  5c. 


Grace  Osborne,  Bay  City,  Mich,  (cakes 
and  recipes). 

Manternach  Company,  Hartford, 
Conn.  Placing  copy  for  Foster,  Merriam 
&  Co.,  Meriden,  Conn.,  preliminary  to  a 
more  extensive  campaign  for  1920:  This 
campaign  will  cover  advertising  of  auto¬ 
mobile  trade  acces.sories. 

Fred  M.  Randall  Company,  Ford 
Bldg.,  Detroit,  has  been  retained  to 
handle  advertising  of  the  Wolverine 
Tractor  Company,  Saginaw,  Mich.,  and 
is  now  preparing  a  large  national  list. 

Greig  &  Ward,  Monroe  Bldg.,  Chi¬ 
cago. — Putting  out  15,000-line  contracts 
with  Illinois,  Indiana  and  Wisconsin 
papers  for  the  Chicago  Daily  News. 

Schwinn  Resumes  Charge 

Hutchinson,  Kan.,  Sept.  24. — John 
M.  Schwinn,  who  left  the  managing  edi¬ 
torship  of  the  Gazette  to  go  overseas, 
has  again  taken  up  his  duties  as  head 
of  the  newspaper. 

Ha«a  yot  contldtrt^  tht  dMiraklllty  (f  Inelidinf  the 
NORTH  JERSEY  SHORE  in  yeer  Umrtidni 
appropriation? 

With  the  prowing  acuteness  of  the  housing  prohlcm 
in  Sew  York  hundreds  of  families  are  making  their 
homes  in  the  NORTH  JERSEY  SHORE  SUBURBS. 
These  new  citizens,  for  the  most  part,  are  prosperous 
business  men  with  their  families  and  they  offer  a 
wonderfully  responsire  and  reliable  market. 

If  you  would  reach  these  prospectWe  customers  and 
thoroughly  cover  this  section  of  New  Jersey  you  can 
do  so  only  by  using 

THE  ASBURY  PARK  EVENING 
PRESS 

and 

THE  SHORE  PRESS  (Sunday) 

These  papers  dominate  in  their  field  and  their  past 
performance  inspires  the  confidence  of  their  readers. 

Standard  Rate  Card.  Member  A.  B.  C. 

Frank  R.  Northrup,  Special  Ri-presentatlvc, 

30,S  Fifth  Avenue,  .New  York  City,  N.  Y. 

Association  Building,  Chleago,  Illinois. 

J.  Lyle  Kinmonth,  Publisher,  Asbury  Park,  N.  J. 


Photogravure  Advertising 
25c  line 

8  page  Rupplement 
Every  Sunday 

Mrs  i9IoinpB 
Sunday 
iRsyiatpr 

70,000  Net  Paid  Circulation 
I.  A.  Klein,  New  York — John  Glati,  Chicago 

The  Dominating  Force 

In  a  manufacturing  territory  famona 
for  Ita  huatle,  thrift  and  prosperity 
where  a  mlllloD  dollara  are  expended 
weekly  In  wagea. 

The  Bridgeport  Post 
Standard-Telegram 

Not  only  dominate  this  field,  but  they 
offer  advertlsera  the  lowest  rate  ^tain- 
able  In  New  Eingland.  Keep  them  on 
your  Hat. 

FORF.IGN  RBPRESDNTATIVES 
I.  A.  Klein, 

Metropolitan  Bldg.,  New  York. 

John  Glasa. 

Peoplea’  Oai  Bldg.,  Chicago,  Ill. 


Perth  Amboy,  N.  J. 

Moat  Rapidly  Growing  City  in  Eaat 
Thoroughly  Covered  by  Only  Daily  in 
Field. 


Summer  In 
New  London,  Conn. 

is  the  season  of  social  activities  and  big 
buainesa  that  assure  succass  for  the  aiT 
vertiser  who  uses 


Evening  News  I  The  New  London  Telegraph 


Member  A.  N.  P.  A..  A.  B.  C.,  A.  P, 

Reasonable  requests  for  trade  informa¬ 
tion  given  prompt  attention. 

F.  R.  Northrop,  303  5th  Avenne 
New  York  City 


Advertiae  your  gooda  at  dawn  and 
aall  tham  bafora  dark. 


JULIAN  D.  MORAN.  Praa.  aani  Mgr. 

Representatives 

Payne-Burns  &  Smith,  New  York — Boston 
J.  Logan  Payne  Co.  Chicago— Detroit 


The  Shortest  Route 
From  Dealers’  Shelves 
to  Consumers’  Homes. 


Is  Via 


EBICAN 


301,270 


Govt.  Statement  For  Six 
Montha  Ending  April  1st. 

This  is  the  LARGEST  home-going 
circulation  in  New  England — a 
vast  market  with  limitless  pos¬ 
sibilities. 


The 

Pittsburg  Press 
Has  the  LARGEST 

Daily  and  Sunday 

CIRCULATION 
IN  PITTSBURG 
Member  A.  B.  C. 

Foreign  Advertising  RepresentaUvst, 

I.  A.  KLEIN,  JOHN  GLASS, 

Metropolitan  Tower,  Peoples  Gas  Bldg. 
New  York.  Ohleago 
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SUPPLIES  4  EQUIPMENT 


■New.spa.per  iVLa.kii\a 

r— 


Auburn  Dailies  Will  Issue 
in  Joint  Arrangement 

CiiiEen  and  Advertiser-Jonrnal  of  Oppo¬ 
site  Policies  Will  Publish  Co-opera¬ 
tively  to  Preserve  Existence 


N.  Y.,  Sept.  20. — Heginning 
today  the  Auburn  Publishing  Company 
fowning  the  Evening  Citizen)  and  the 
Advertiser-Journal,  Inc.  (owner  of  the 
Evening  Advertiser-Journal)  will  be 
conducted  under  the  operating  and 
financial  management  of  the  Auburn 
Publishing  Company. 

Though  the  .Advertiser-Journal  is  Re¬ 
publican  and  the  Citizen  is  Democratic, 
each  paper  will  maintain  an  independent 
existence  as  formerly. 

The  publishers  of  both  papers  unite 
in  announcing  that  “the  transaction  is 
one  of  industrial  co-operation,  neces¬ 
sitated  by  grave  conditions  in  the  labor 
and  newsprint  markets’’  and  that  the 
action  “foreshadows  readjustments  de¬ 
signed  to  insure  the  stability  of  both 
papers,  the  new  arrangements  being  an 
effort  to  forestall  the  suspension  of 
one.” 

The  chief  stockholders  of  the  Auburn 
Publishing  Company  are  Charles  D. 
Osliorne,  William  O.  Dapping  and 
Herliert  J.  Fowler. 

Chicago  Seeks  Publishers 
from  New  York 

Full  Page  Ads  Run  in  N.  Y.  Dailies 
by  Illinois  Manufacturers' 
.Association 


Chic.soo.  Sept.  24. — John  M.  Glenn, 
president  of  the  Illinois  Manufacturers’ 
.Association,  Chicago,  authorized  the  in¬ 
sertion  of  full-page  advertisements  in  all 
New  York  City  newspapers,  Sep'ember 
19,  detailing  the  advantages  of  Chicago 
over  the  eastern  metropolis  as  a  pub¬ 
lishing  Center.  This  was  done  in  an  ef¬ 
fort  to  take  advantage  of  the  situation 
in  New  York  presented  by  the  threat¬ 
ened  strike  of  printers. 

Mr.  Glenn  says  that  within  a  single 
day  he  received  scores  of  telegrams  from 
the  Ea.st  asking  full  details  of  Chicago 
conditions  in  the  printing  trades. 

New  Company  Takes  Over 
Cox  Multi-Mailer 

Many  Stockholders  of  Old  Firm  Continue 
in  Reorganization— Same  Manage¬ 
ment  for  Speedaumatic 

CHiCAfio,  Sept.  20. — The  S|)eedaumatic 
Company  announces  its  purchase  of  all 
the  physical  assets,  patents,  good-will, 
accounts  receivable  and  unfilled  sales 
contracts  of  the  Cox  Multi-Mailer  Com¬ 
pany  which  filed  a  petition  in  voluntary 
bankruptcy  last  June. 

The  announcement  further  states 
“that  every  creditor  of  the  Cox  com¬ 
pany  (except  eight  noteholders,  all  of 
whom  were  at  some  time  directors  of 
the  company)  has  been  paid  in  full  for 
his  claim  and  that  a  numlier  of  the  old 
stockholders  have  taken  their  full  quotas 


or  more  in  the  new  undertaking,  among 
them  Victor  F.  Lawson,  of  the  Chicago 
Daily  News,  and  Delavan  Smith,  of  the 
Indianapolis  News. 

The  management  of  the  old  company 
comes  over  liodily  to  manage  the  new 
company,  the  headquarters  of  which  are 
817-825  West  Weshington  Boulevard. 


PAPERS  CAN  HOLD  AUTO  SHOWS 


Dailies  Managed  Two  Annual  Events  at 
Tulsa,  Okla,,  Successfully 

During  two  years,  automobile  shows 
have  been  held  successfully  in  Tulsa, 
Okla.,  under  the  sole  management  and 
with  the  financial  backing  of  the  news¬ 
papers  there,  A.  R.  Weitz,  advertising 
manager  of  the  Tulsa  Democrat,  told 
delegates  in  an  address  at  the  A.  A. 
-A.  C.  convention  at  New  Orleans: 

“Both  shows  were  unqualified  suc¬ 
cesses,”  he  said.  “In  a  dealers’  asso¬ 
ciation  of  over  fifty  members,  I  believe 
each  individual  has  the  highest  esteem 
for  newspaper  co-operation  and  service, 
and  it  is  service  and  co-operation  that  is 
going  to  btiild  success  for  newspaper  ad¬ 
vertising. 


DALLAS  MAY  HAVE  NEW  DAILY 


Reported  That  New  Texas  Political  Party 
Will  Launch  It 

Dallas,  Tex.,  Sept.  24. — Plans  .are 
being  formulated  by  adherents  of  Jo¬ 
seph  M’eldon  Bailey,  former  United 
States  Senator  from  Texas,  and  organ¬ 
izers  of  the  new  political  party  in  Texas 
to  start  a  new  morning  newspaper  in 
Texas  as  their  organ.  It  has  not  been 
definitely  decided  where  the  paper  will 
be  iniblished,  but  it  will  be  in  either 
Dallas  or  Houston  and  the  former  city 
is  most  favored. 

Buys  Pittsburg  Headlight  Interest 
Pittsburgh,  Kan.,  Sept.  23. — .A.  C. 
Hudnutt  of  Albion,  Mich.,  has  pur¬ 
chased  a  one-third  interest  in  the  Head¬ 
light,  which  was  founded  thirty-two 
years  ago  by  William  Moore  &  Sons. 
Afterwards  the  name  was  changed  to 
.Moore  Brothers,  by  J.  T.  and  G.  A. 
Moore.  They  will  retain  a  two-thirds 
interest.  Mr.  Hudnutt  was  publisher 
of  the  Albion  Evening  Recorder  prior 
to  his  military  service. 

Last  Issue  of  “Hospital  Breeze” 
Kansas  City,  Mo.,  Sept.  24. — The 
Hospital  Breeze,  a  weekly  paper  for  the 
patients  of  the  Fort  Riley  base  hospital, 
has  sttspended  publication.  The  Breeze 
was  published  for  thirty  weeks  and  was 
instrumental  in  locating  many  missing 
soldiers  through  its  “Port  of  Missing 
Men”  column.  Sergt.  Roger  Triplett, 
editor,  has  returned  to  the  University 
of  Michigan. 


Denies  Toledo  Times  Rumor 
Toledo,  O.,  Sept.  24. — R.  C.  Patterson, 
president  of  the  Times  Publishing 
Company,  denies  that  there  is  any  truth 
to  a  recent  report  that  the  Times  might 
be  sold  to  the  W.  R.  Hearst  interests. 
“The  representatives  of  the  majority 
stock  were  not  consulted  in  the  matter 
at  all,”  declares  Mr.  Patterson. 


EQUIPMENT  FOR  SALE 

AdvertisementM  under  this  classification,  thirty 
cents  per  line.  Count  six  words  to  the  line. 


Wanted  to  Sell  at  Once 

First-class  country  weekly  and  Job  print¬ 
ing  plant.  Good  field  for  hustling  printer- 
publisher.  Price  attractive.  Address. 
“The  Edgefield  Chronicle,”  Edgefield,  S.  C. 

EQUIPMENT  WANTED 

ildvertisements  under  this  classification,  thirty 
cents  per  line.  Count  six  words  to  the  line. 


Wanted 

Will  pay  cash  for  Model  1  I.inotype  or 
Model  A  Intertype  If  machine  is  in  good 
condition,  and  price  right.  Address 
H.  W.  A.,  care  of  Editor  and  Publisher, 
World  Building.  New  York  City. 


Wanted 

Monotype  keyboard.  .Style  P,  with  or 
without  equipment.  Wire  full  informa¬ 
tion  and  price  to  The  Standard  Printing 
Co.,  Txiuisville,  Ky. 


INCORPORATIONS 


New  York. — Lithograph  &  Printing 
Company;  $25,000;  H.  Weinstein,  A. 
Wynehousc,  J.  Holland,  1614  Bedford 
avenue.  Brooklyn. 

Walden  Publishing  Company;  name 
changed  to  Walden  Sons  &  Mott. 

Grand  Central  Printers  &  Stationers; 
$20,000;  J.  Pitel,  M.  Liman,  H.  Marks. 
755  Forest  avenue. 

Guardian  Advertising  Corporation; 
1.000  shares  preferred  stock,  $100  each; 
L5(X)  common  stock,  no  par  value; 
active  capital,  $107,500;  E.  E.  Rinehart, 

E.  S.  Ferrish,  C.  A.  Doran,  1072  Park 
avenue. 

Alliance  Paper  &  Twine  Company; 
$15,(X)0;  J.  Ratner,  S.  Wilkenfeld,  M. 
Epstein,  2  We.st  120th  street. 

Authors  &  Publishers’  Corporation; 
$100,000;  B.  McCaskill,  T  and  S.  Mc- 
Kernan,  627  West  115th  street. 

Foreign  Advertising  &  Service 
Bureau;  $50,000;  M.  Pereles,  J.  V. 
Valin,  E.  Kuhn,  234  Fifth  avenue. 

Foreign  Paper  Mills;  $100, 0(X);  T.  A. 
O’Callaghan.  T.  R.  Breckenridge,  A.  W. 
Mattson.  96  Broadway. 

Romer  Publishing  Company;  $150,000; 
Roy  Dickinson,  G.  D.  Baettys,  John 
Irving  Romer,  320  West  87th  street. 

Religious  Digest;  $100,000;  H.  W. 
Scandlin,  R.  S.  and  T.  Waters,  156  Fifth 
avenue. 

Utica,  N.  Y. — Slowo  Polske  (news¬ 
paper)  ;  $30.(XX);  F.  Bicora,  F.  F. 

Schillor,  M.  K.  Gonolski. 

Pittsburgh,  Pa.  —  American  Paper 
Products  Company  (Delaware  corpora¬ 
tion)  ;  named  changed  to  International 
Paper  Products  Comoanv. 

Philadelphia.  —  Downs  Publishing 
Company;  $5(X).(X)0;  George  M.  Davis. 
Edward  M.  Taylor,  J.  D.  Reilly  of 
Wilmington,  Del.  (Delaware  corpora¬ 
tion).  , 

Bridgeport,  Conn. — New  England  Sun 
Publishing  Company;  ^,500. 

Yoakum,  Tex.  —  Citizens’  Printing 
Company;  $25.(XX);  William  Green,  E. 
H.  Bell,  Philip  Welhausen. 

Port  Arthur,  Tex. — News  Publish¬ 
ing  Company;  $.30,000;  C.  L.  Schless, 

F.  S.  Laurentz,  E.  W.  Clark. 

Brooklyn,  N.  Y. — A.  E.  MacAdam  & 

Co.;  paper;  $20,000;  A.  E.  Foster,  A.  E. 


FOR  SALE 

Hoe  Matrix  Rolling  Machinet  in  good 
condition. 

Can  be  shipped  at  once. 

Scott  Flat  Plate  Casting  Boxes  casta 
plates  18  X  24  inches.  Send  for  prices. 


WALTER  SCOTT  &  COMPANY 
Plainfield  New  Jersey 


Take  It  To 

POWERS 

Open  24  Hours  out  of  24 
The  Fastest  Engravers  on 
Earth 

Powers  Photo  Engraving  Go. 
154  Naasan  Su  Tribmie  BMg. 
New  York  City 


For  Prompt  Service 

TYPE 

Printers’  Supplies 
Machinery 

In  Stock  for  Immediate  Shipment  by 
Selling  Houses  conveniently  located 

"American  T-ype  the  Best  in  Any  Case" 

AMERICAN 
TYPE  FOUNDERS  CO. 

Boston  Pittsburgh  Kansas  City 

New  York  Clevelind  Denver 
Philadelphia  Detroit  Los  Angeles 

Baltimore  Chicago  San  Franciaco 
Richmond  Cincinnati  Portland  . 
Atlanta  St.  Louia  Spokane 
Buffalo  Minneapolis  Winnipeg 


Printing  Plants  and  Business 
BOUGHT  AND  SOLD 

Printers*  Outfitters 

Amarican  Trpefoundsrs'  Products 
Printers  and  Bookbindara  Machinary  of 
Evory  Daacriptlon 
CONNER.  FENDLER  A  CO. 

M  Beekraan  9t.  Naw  Yorfc  Qty 


and  A.  E.  MacAdam,  Jr.,  1224  Ditmas 
avenue. 

Wilmington,  Del. —  Fortune  Paper 
Manufacturing  Company;  $5(X),0(X);  L. 
S.  Dorsey,  M.  M.  Lucey,  M.  Butler. 

Bellmore,  N.  Y. — Lowry,  Bendernagel 
&  Vallely;  publishing  and  printing; 
$5, (XX);  A.  Lowry,  P.  J.  Vallely,  C.  E. 
Bendernagel,  1095  Ocean  avenue,  Brook¬ 
lyn. 

South  Bend,  Ind. — Hibberd  Printing 
Company;  $40,000;  John  A.  Hibberd, 
Carl  L.  Hibberd,  George  Hahn. 

Mt.  Kisco,  N.  Y. — North  Westchester 
Publishing  Company;  capital  increased 
from  $12,000  to  $40,000. 


t 


Editor  &  Publisher  for  September  25,  1919 


CLASSIFIED  ADVERTISING  COLUMNS 

Through  tht  clatnUtd  columns  of  Editoi  ft  Publisrii  vo«  may  find  a  huvor  for  any 
useful  mechanical  equipment  for  mshich  you  hove  no  present  need.  A  "For  Sale"  ad  at 
thirty  cents  per  line  may  thus  turn  into  caeh  something  tehtch  now  merely  requiret  etorage 
room — and  which  weuU  be  of  real  service  to  somebody  else. 


SITUATIONS  WANTED 

Advertisements  under  this  claetification.  ten 
cents  per  line,  each  insertion.  Count  eis 
words  to  the  line.  For  those  unemployed, 
not  to  exceed  50  words,  two  insertions  FREE. 


Two  Live  Newspapermen 

Wanted — to  get  In  touch  with  good  county 
neat  weekly  by  two  live  newspapermen. 
At  present  one  Is  business  manager  and 
the  other  Is  advertising  manager  of  live 
daily.  Both  are  practical  men  and  know 
the  business  from  the  bottom  up.  Both 
are  producers.  Can  take  hold  and  pro¬ 
duce  a  real  paper  In  any  field.  Address 
A-S89,  care  of  Editor  and  Publisher. 

Advertising  Salesman 

Seasoned,  capable  and  reliable  producer 
available  for  well  rated  publication.  Ex¬ 
perienced  in  general,  class,  trade  and  ex¬ 
port  fields:  has  successfully  managed 
department,  also  branch  office.  Large  ac- 
qua  ntance  New  York  and  Eastern  ter¬ 
ritory;  best  credentials.  Details  to  replies: 
letters  confidential.  Address  A-877,  care  of 
Editor  and  Publisher. 

Mr.  Publisher  or 
Business  Manager 
Are  you  satisfied  with  your  present  circu¬ 
lation?  Do  you  contemplate  a  campaign 
for  Increased  business  this  fall?  This  is 
your  opportunity  to  engage  the  services 
of  an  expert  to  direct  the  energies  of  your 
circulation  department.  Over  fifteen  years 
as  circulator  on  morning  and  evening  and 
Sunday  papers  east  and  west.  Experienced 
In  every  form  of  circulation  development 
among  newsboys,  carriers,  and  city  and 
country  dealers.  Wide  experience  in  R. 
F.  D.  work  and  contests  of  every  descrip¬ 
tion.  Am  seeking  permanent  connection 
as  circulation  director,  but  would  consioe 
proposition  for  special  work  In  any  de¬ 
partment.  Address  A-828,  care  of  Editor 
and  I  ublisher. 

Advertising  Manager 
and  Solicitor 

is  open  to  discuss  new  proposition  with 
publisher  who  seeks  a  live,  earnest  worker 
to  take  entire  charge  of  both  foreign  and 
local  advertising — solicit,  advise,  prepare 
lay-outs  and  write  copy.  Advertiser  is 
returned  soldier  with  valuable  newspaper 
experience.  West  preferred.  At  liberty 
November  1st.  Box  “A,”  Canadian  Press 
Association,  902  Excelsior  Life  Bldg.,  To¬ 
ronto,  Ontario. 

Assistant  Advertising  Manager 

Young  man  with  executive  ability,  ex¬ 
perienced  as  publisher  and  assistant  ad¬ 
vertising  manager  of  a  New  York  monthly 
magasine,  wants  to  connect  with  adver¬ 
tising  department  of  some  live  wire  firm 
In  New  York  City.  Seven  years  experience 
as  advertising  writer  and  salesman.  Can 
handle  magazine  from  make-up  to  circula¬ 
tion.  Oood  speaker  and  correspondent. 
Excellent  references.  Address  A-888,  care 
of  Editor  and  Publisher. 

Advertising  Solicitor  Desires 
Position 

Only  recently  1  was  discharged  from  the 
military  service,  after  serving  a  year  In 
France.  I  desire  to  become  connected  In 
the  Advertising  Department  of  an  Elastern 
or  Southern  daily  who  desire  their  ad¬ 
vertising  Increased.  Formerly  Advertis¬ 
ing  Manager  of  New  York  State  dally  In 
city  of  10.000  Am  a  copywriter,  can 
make  contracts  and  get  the  ads — all  of 
which  means  more  business  for  you.  Age 
2fi.  married,  no  children.  Best  of  ref¬ 
erences  furnished.  Address  A-886,  care 
of  Editor  and  Publisher. 

Advertising 

Young  man.  22.  high  school  education, 
just  out  of  army,  would  like  position 
with  advertising  agency  or  in  advertising 
or  circulation  department  of  some  pub¬ 
lication.  Middle  west  preferred.  Address 
A-894.  care  of  Editor  and  Publisher. 

Business  Manager 

and  Advertising  Manager 

Two  live  producers  want  to  connect  with 
iome  good  dally.  At  present  business 
manager  and  advertising  manager  of 
prosperous  dully.  Can  produce  results. 
Want  place  with  future  and  an  opportun¬ 
ity  to  buy  interest  In  business.  Address 
A-890,  care  of  Editor  and  Publisher. 

Newspaper  Pressman 

Wants  position  as  foreman  of  Pressroom. 
A-1  reference.  Address  A-872,  care  of 
Editor  and  Publisher. 


SITUATIONS  WANTED 

Mr.  Publisher 

My  family  has  been  In  the  publishing 
business  for  sixty  years.  1  have  grown 
up  In  the  publishing  business.  It  is  like 
second  nature  to  me.  I  haven't  any 
theory — It  is  a  matter  of  practical  adapta¬ 
tion  to  any  problem  I  may  face.  1  have 
built  up  circulation  on  new  sheets  with 
wonderful  results.  1  am  employed  at 
present  I  am  not  dissatisfied  but  feel  I 
have  progressed  as  far  as  possible  where 
now  employed.  1  desire  a  change  to 
larger  field.  .Address  A-895,  care  of  Ed¬ 
itor  and  Publisher. 


Literary  Editor 

Wanted — Position  as  literary  editor,  or 
assistant  to  dramatic  or  publication  ed¬ 
itor.  Applicant  was  educated  at  Harvard, 
has  travelled  widely  and  has  deep  know¬ 
ledge  of  international  literature,  sup¬ 
plemented  with  ten  years  training  as 
newspaper  man  and  politician.  He  is  the 
author  of  one  book,  and  numerous  art¬ 
icles.  Address  A-878,  care  of  Editor  and 
Publisher, _ 

Experienced  Copy  Editor 

wishes  permanent  position  In  New  York 
or  Philadelphia;  27  years  old,  college 
graduate:  can  write  heads  to  suit  your 
style;  will  come  on  probation.  C.  J.  T., 
care  Editor  &  Publisher. 


Business  Manager 


A  producer  who  really  knows  the  dally 
newspaper  game  wants  to  advance  to 
larger  field  where  business  ability  and  In¬ 
tegrity  are  appreciated.  Address  A-891, 
care  of  Editor  and  Publisher. 


Newspaper  Man 


Experienced  dally  newspaper  man  la  open 
for  engagement  as  editor,  editorial  writer 
or  telegraph  editor  of  Republican  daily, 
central  or  western  states.  Address  A-893. 
care  of  Editor  and  Publisher. 


Copy  Editor 


A  capable  copy  editor;  good  general 
writer;  strong;  original;  Judicious;  ex¬ 
perienced  In  make-up.  proofreading;  re¬ 
liable.  Address  A-883.  care  of  Editor  and 
Publisher. 

Stenographer-Secretary 

Stenographer-secretary,  thoroughly  ef¬ 
ficient  and  aggressive;  capable  of  doing 
things.  Address  A-892,  care  of  Editor  and 
Publisher. 

HELP  WANTED 

Advertisements  under  this  classification  twenty- 
five  cents  per  line.  Count  six  words  to  the 
line. 

Saleswoman  with  Newspaper 
Experience 

An  aggressive  young  woman  of  good  ap¬ 
pearance.  with  considerable  experience  In 
newspaper  reporting  and  editorial  work, 
who  knows  the  newspaper  game  thorough¬ 
ly,  to  travel  and  sell  a  new  service  of 
strong,  pulling  syndicated  newspaper 
features  to  the  editors  and  advertising 
managers  of  the  best  newspapers  through¬ 
out  the  country.  An  unusual  opportunity 
with  unlimited  possibilities  to  a  capable 
woman  who  can  qualify.  Write  (In  strict 
confidence)  complete  details  of  your  past 
experience  and  compensation  desired  until 
ability  Is  proven.  Address  A-885.  care  of 
Editor  and  Publisher. 


AdvertiBing  Man 


Wanted — Experienced  advertising  man  of 
brilliant  attainments  for  high  class  month¬ 
ly  commercial  journal.  Territory  will 
cover  five  states.  Will  be  expected  to 
take  charge  of  advertising  and  solicit  as 
well  on  contract  basis  of  salary  and  com¬ 
mission  which  will  prove  highly  profitable. 
Only  hankers,  manufacturers  and  similar 
high  class  concerns  to  be  dealt  with.  Must 
have  gilt-edge  credentials  bearing  closest 
Investigation  and  be  man  of  good  address, 
honor  and  acumen.  Exceptional  oppor¬ 
tunity  for  such  a  man.  Assurances  of 
permanency,  provided  both  are  satisfied, 
must  be  forthcoming.  Address  237 
Pl.vmouth  Building,  Mlnneaiaills,  Minne¬ 
sota. 

Syndicate  Feature  Salesman 

A  rapidly  growing  newspaper  feature  ser¬ 
vice  has  an  unusual  opportunity  with  un¬ 
limited  possibilities  for  a  thoroughly  ex¬ 
perienced  feature  service  salesman  cap¬ 
able  of  approaching  and  selling  strong,  at¬ 
tractive  features  to  the  better  newspapers. 
A  liberal  proposition  with  first  choice  of 
territory  to  a  man  knowing  every  angle  of 
the  syndicate  feature  line.  Write  com¬ 
plete  details  (In  strict  confidence)  of  past 
experience  and  compensation  desired.  Ad¬ 
dress  A-884,  care  of  Editor  and  Ihibllsher. 


HELP  WANTED 
ClaBBified  Man 

Wanted:  Energetic  man,  whose  expe¬ 

rience  proves  he  is  capable  of  building  up 
a  classified  department  on  a  morning 
newspaper  In  a  city  of  100,000.  Applicants 
must  furnish  references  and  state  salary 
required.  Address  A-882.  care  of  Editor 
and  Publisher. 

Mailing  Room  Foreman 

Wanted — Young  man  to  work  as  foreman 
in  mailing  room,  take  charge  of  carriers, 
etc.  State  age,  salary,  experience,  and 
kind  of  mailing  machine  accustomed  to. 
In  first  letter.  Address,  A-887,  care  of 
Editor  and  Publisher. 


FEATURE  SERVICES 

Advertisements  under  this  elassificotion.  thirty 
cents  per  line.  Count  six  words  to  the  line. 


Pulling  Features 

My  Government  booklet  information  ser¬ 
vice  for  dailies  and  Vital  Wa.shington 
News  for  weeklies  are  pulling  features. 
Rates,  81,00  month.  Ask  for  free  tryout. 
Raymond  Lecraw,  4035  New  Hampshire 
Ave.,  Washington,  D.  C. 


RING  TO  ESTABLISH  AN 
AD  AGENCY 

St.  Louis  Bank  Publicity  Expert  and 

President  of  Advertising  Club  Coes 
into  Business  with  E.  B. 

Gardner 

St.  Louis,  Mo.,  Sept.  22. — John  Ring, 
Jr.,  manager  of  publicity  of  the  Mer¬ 
cantile  Trust  Company  and  president  of 
the  Advertising  Club,  has  formed  an 
advertising  agency,  which  will  start 
October  1,  with  offices  in  the  Victoria 
Piuilding.  It  will  be  known  as  the 
John  Ring,  Jr.,  Advertising  Company. 

E.  B.  Gardiner,  manager  of  the  ad¬ 
vertising  and  promotion  department  of 
Buxton  &  Skinner  Printing  &  Station¬ 
ery  Company  and  two  other  men,  whose 
names  will  be  announced  later,  will  be 
associated  with  Mr.  Ring.  The  com¬ 
pany  will  do  a  general  advertising  busi¬ 
ness.  It  will  retain  the  account  of  the 
Mercantile  Trust  Company. 

Mr.  Ring  is  especially  well  known  in 
financial  advertising  circles.  He  was 
ore  of  the  founders  and  first  president 
of  the  Financial  Advertisers’  Associa¬ 
tion.  During  'the  two  years  he  has 
lieen  president  of  the  St.  Louis  Club, 
it  has  made  a  wonderful  record  in  the 
matter  of  government  co-operation  ac¬ 
tivities. 

Raise  11,450  for  Bereaved  Family 

Kansas  City,  Mo.,  Sept.  24. — More 
than  SI, 300  was  raised  by  the  Star  as 
volunteer  offerings  for  the  William 
Fitch  Tanner  family  of  Chicago,  whose 
father  and  mother  met  death  in  a  rail¬ 
road  accident.  The  Star  planned  to 
raise  but  $1,000,  but  when  the  amount 
was  reached  the  funds  continued  to 
come  in.  The  Post,  while  not  conducting 
a  campaign,  received  $150  to  be  given 
the  family. 

Ad  Courses  in  Bay  City 

San  Francisco,  Sept.  19. — A  course  in 
advertising,  to  l)e  in  charge  of  S.  P. 
Johnston,  president  of  the  Johnston  & 
.Ayers  .Advertising  .Agency,  is  now  a  part 
of  the  extension  work  of  the  University 
of  ('alifornia.  .A  course  in  the  psychol¬ 
ogy  of  advertising  opened  September  8. 
Dr.  Warner  Brown  of  the  University 
faculty  is  in  charge. 

Heads  Basketball  League 

Wilkes-Barre,  Pa.,  Sept.  24. — William 
Loftus,  sports  editor  of  the  Wilkes- 
Barre  (Pa.)  News,  has  been  elected  sec¬ 
retary-treasurer  of  the  Penn  State  Pro¬ 
fessional  Basketball  League. 


$50,000  for  invest¬ 
ment  in  a  New  York 
state  daily  newspaper 
property.  Either  poli¬ 
tics.  Proposition  T.  F. 

Charles  M.  Palmer 

Newspaper  Propertiea 
225  FIFTH  AVE.  NEW  YORK 


CONSOLIDATION 

is  thr  recognized  route  to  large 
returns  in  nearly  every  line  of 
commercial  industry. 

We  believe  that  publithing  prop¬ 
erties  offer  one  of  the  most  at¬ 
tractive  of  all  the  fielda  for  merger 
and  eoniolidatioB. 

We  have  a  record  of  reiulta  in 
this  difficult  work  that  you  ahould 
investigate. 

HARWELL  &  CANNON 

Sewspaper  and  Magaoine  Propertiee 

Timet  Building  New  York 


Vernon  Knowles  in  Charge 
of  Winnipeg  Telegram 

Knox  Magee  Retires  After  Two  Years— 
Successor  Is  Young,  But 
Experienced 

Wi.NN'iPEG,  Sept.  23. — Knox  Magee, 
who  has  held  the  position  of  editor  and 
manager  of  the  Telegram  for  the  last 
two  years,  has  resigned  because  of  do¬ 
mestic  reasons.  He  is  ,  succeeded  by 
Vernon  Knowles,  who  has  been  acting 
as  news  editor.  Mr.  Knowles  is  a  young 
man,  but  has  been  in  the  newspaper 
business  practically  all  his  life.  He  has 
had  extensive  experience  on  Canadian 
papers  both  East  and  West. 

CHANGES  ON  BIRMINGHAM  NEWS 

Green  and  Akers  Go  to  Other  Cities— 
Woodruff  Writing  Book 

Birmingham,  Ala.,  Sept.  22. — Thomas 
M.  Green,  formerly  on  the  Birmingham 
News  copy  desk,  is  now  on  the  Atlanta 
Georgian  makeup  desk.  Tom  .Akers, 
former  news  editor  and  columnist,  is 
now  filling  a  similar  position  on  the 
Xew  Orleans  Times- Picayune.^ 

"Fuzzy”  Woodruff  sports  writer  and 
one  of  the  best  known  all-round  news¬ 
papermen,  street  qiid  desk  worker,  in 
Southern  journalism,  has  been  retired 
from  active  duty  with  Uncle  Sam  and 
has  returned  to  the  News  staff.  Just 
at  present,  “Fuzzy”  is  preparing  a  spe¬ 
cial  series  of  stories  on  the  development 
of  Southern  baseball  since  1901. 

Dividing  Up  State  Printing 

Oklahoma  City,  Okla.,  Sept.  24. — By 
cutting  up  the  printing  orders  into  rela¬ 
tively  small  lots,  the  state  lioard  of 
public  affairs  of  Oklahoma  is  allowing 
country  newspapers  and  printers  to  get 
a  share  of  the  State  printing.  This  is 
in  line  with  the  policy  of  the  corporation 
commissioner.  Some  of  the  smaller 
newspapers  have  greatly  benefited 
thereby. 

S.  D.  Watson  Buys  an  Interest 

San  Benito,  Tex.,  Sept.  24. — S. 
Dean  VV'asson.  formerly  of  Oklahoma 
and  Fort  Worth,  has  purchased  an  in¬ 
terest  in  the  Daily  and  Weekly  Light 
and  become  its  editor.  Plans  are  being 
worked  out  for  extensive  improvements. 
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URGES  NATIONAL  ADVERTISING  FUND 
FOR  FOREIGN  SECURITIES 

Should  Be  Raised  by  Bankers,  Manufacturers,  and  Shippers  to 
Induce  People  to  Invest  and  Aid 
Conunerce  Abroad. 


The  raising  by  American  bankers,  manufacturers  and  shipping 
companies  among  themselves  of  a  national  advertising  campaign  fund 
“to  educate  the  jseople  to  buy  foreign  securities”  was  advocated  by 
Herbert  S.  Houston,  vice  president  of  Doubleday,  Page  &  Co.  an^  former 
A.  A.  C.  W.  president,  in  an  address  at  the  New  Orleans  convention. 

Mr.  Houston,  who  is  chairman  of  a  committee  of  the  association,  con¬ 
cerned  with  foreign  trade  and  securities,  told  his  hearers — the  members  of 
the  Financial  Division  of  the  organization — that  they  should  aid  in  promoting 
such  a  campaign  as  he  suggested  in  order  to  help  outtrade  relations  abroad. 
He  said: 

Bankers  Must  Be  Educators 


“Here  is  a  great  work  for  this  Finan¬ 
cial  Division  to  undertake.  The  bank¬ 
ers  arc  the  educators  of  the  country. 
Through  them  and  by  them  much  of  the 
work  of  educating  the  public  must  be 
carried  on,  for  the  public  will  look  to 
the  bank -rs  for  advice  and  instruction. 

“Now,  the  simple  fact  is  that  the  bank¬ 
ers,  like  the  rest  of  their  fellow  citizens, 
are  just  groping  along  the  international 
road  toward  a  new  consciousness  of  the 
world  beyond  the  seas.  Both  the  in¬ 
vestment  bankers  and  the  commercial 
bankers,  through  their  great  organiza¬ 
tions,  must  be  educated  in  the  whole 
matter  of  foreign  securities. 

“But  as  immediate  results  are  re¬ 
quired,  the  education  of  the  public 
should  go  forward  at  the  same  time.  In 
educating  the  i)ublic,  much  can  be  done 
to  educate  the  bankers  themselves  just 
as  the  national  manufacturer  often 
reaches  the  retailer  by  way  of  the  con¬ 
sumer.  This  campaign  to  educate  the 
public  should  take  the  form  of  news  and 
editorial  publicity,  the  distribution  of 
printed  matter,  and  above  and  behind  all 
the  rest,  a  strong,  controlled  campaign 
of  advertising.  Surely  there  is  no  need 
for  anyone,  after  the  five  Liberty  Loans, 
and  after  what  advertising  has  done  in 
Great  Britain  and  Canada  in  the  sale 
of  bonds,  to  demonstrate  its  value  for 
that  purpose.  That  has  already  been 
done  lieyond  peradventure. 

On  Basis  of  Interest 

“The  raising  of  necessary  funds  could 
tie  allocated  on  the  basis  of  interest, 
and  would  be  secured  with  little  dif¬ 
ficulty.  This  sound  procedure  has  been 
followed  again  and  again  in  a  number 
of  co-operative  campaigns.  As  a  matter 
of  fact,  no  less  than  nine  associations 
of  manufacturers  of  various  kinds  of 
lumber  in  this  counfry  are  at  this  time 
carrying  on  co-operative  campaigns  in 
educating  builders  and  owners  in  the 
use  of  their  particular  brands  of  lumber. 

“After  all,  the  problem  is  one  that  can 
be  stated  with  almost  mathematical  ac¬ 
curacy.  The  amount  of  our  foreign 
trade  in  every  line  can  be  easily  ascer¬ 
tained  through  the  Bureau  of  Foreign 
and  Domestic  Commerce.  Every  dollar 
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of  this  trade,  if  it  is  to  continue  and  in¬ 
crease.  must  deiiend  ultimately  on  this 
market  for  foreign  securities.  So  it  is 
fair  to  believe  that  our  export  manu¬ 
facturers  will  lx-  quick  to  see  that  they 
have  a  vital  concern  in  educating  .Ameri¬ 
can  investors  to  buy  these  securities; 
and  manifestly  the  bankers  of  the  coun¬ 
try,  who  will  make  a  profit  in  selling 


Hkkhekt  S.  Houston 

these  securities,  will  be  just  as  quick  to 
see  their  concern  in  the  matter. 

“Corporations  can  be  formed  under 
the  Edge  Law  for  various  industries — 
for  example,  for  the  textile  industry,  for 
the  shoe  industry,  for  the  steel  industry, 
and  so  on.  These  corporations  can 
handle  the  securities  of  foreign  buyers 
and  then  issue  against  them  their  own 
debentures.  Where  advertising  can  and 
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must  come  in  is  in  making  a  market  for 
these  debentures. 

“It  might  easily  be  possible  to  levy 
1/10  of  1  per  cent  on  the  export  trade 
of  our  manufacturers,  the  resulting  fund 
to  be  used  to  support  an  educational 
advertising  campaign  that  would  provide 
a  background  for  the  advertising  of  the 
direct  offerings  of  the  investment  trusts. 
That  appears  to  be  a  difficult  thing  to  do, 
but  the  experience  of  all  the  co-opera¬ 
tive  organizations  that  are  carrying  on 
advertising,  shows  that  it  has  been  done 
again  and  again. 

Suggest  An  Assessment 

“Surely  what  has  been  done  in  the 
lumber  field,  in  the  cement  field,  in  the 
building  stone  field  and  in  many  other 
fields,  can  be  done  in  the  financial  field. 
This  division  can  do  an  important  work 
in  helping  to  organize  and  to  carry  for¬ 
ward  such  a  co-operative  camapign. 

“In  this  address,  of  course,  it  is  not 
possible  to  outline  in  detail,  the  exact 
lines  this  campaign  should  follow.  But 
it  would  include,  of  course,  the  basic 
things  to  which  reference  has  been 
made.  Publicity  work,  based  on  the  in¬ 
trinsic  interest  and  value  of  the  news  of 
this  great  movement;  publication  work, 
aimed  primarily  to  reach  the  investment 
and  commercial  bankers  of  the  country, 
and  advertising  work  directed  fo  the 
education  of  the  general  public.” 

Mr.  Houston  also  delivered  an  address 
before  the  Church  Division  on  Advertis¬ 
ing  of  the  Associated  Advertising  Clubs, 
in  favor  of  the  League  of  Nations. 


New  Daily  for  Texas 
Amarillo,  Tex.,  Sept.  24. — The  Trib¬ 
une  Publishing  Company  has  been  in¬ 
corporated  with  a  capital  stock  of  $100,- 
000  to  publish  a  new  afternoon  news¬ 
paper,  called  the  Daily  Tribune.  A  com¬ 
plete  mechanical  plant  will  be  installed. 
R.  H.  Nichols,  editor  of  the  Vernon 
Record,  will  be  editor,  and  Eugene 
Thompson,  of  Dallas,  Southwestern 
>ialesman  of  the  Southwestern  Paper 
Company,  will  be  business  manager. 


Logan  Forming  an  Agency 
The  Thomas  F.  Logan  .Advertising 
.Agency  is  being  organized  in  New 
A'ork  by  Thomas  F.  Logan,  Homer  A. 
Baushey.  Ramdall  W.  Borough,  Frank 
A.  Fayant,  L.  .Ames  Brown  and  Hiram 
W.  Barbee.  The  president,  Mr.  Logan, 
was  formerly!  a  Washington  newspaper 
correspondent  and  publicity  counsellor. 
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Trenton  Times 
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2c — 12c  Per  Week 

KELLY-SMITH  COMPANY 
20  Fifth  Avenue  Lytton  Building 
NEW  YORK  CHICAGO 


Canadian  Press  Clippings 

The  problem  of  eavering  tbe  Canadian 
Field  It  antwered  by  obtaining  tba 
aervlre  of 

The  Dominion  Press 
Clipping  Agency 

which  give*  the  ellpplnga  on  all  mattera 
of  Intereat  to  yon.  printed  In  over  05 
per  cent,  of  tbe  newspaper*  and  pabllea- 
tlone  of  CANADA. 

We  cover  every  foot  of  Canada  and 
Newfoundland  at  ovr  bead  offlee, 

74-76  Church  Sl,  Toronto,  Can. 

Price  of  eervlce,  regnlar  presa  clipping 
rate* — epeclal  ratei  and  dlaconnta  to 
Trade  and  Newapapera. 


REPRIEVE  FOR  LENOIR 


Promises  to  Make  Sensational  Revela¬ 
tions  Not  Disclosed  at  Trial 


Paris,  Sept.  19. — Pierre  Lenoir,  sen¬ 
tenced  to  death  by  court-martial  for 
complicity  in  the  treason  cases  of  Bolo 
Pasha  and  Charles  Humbert,  former 
French  Senator  and  proprietor  of  Le 
Journal,  received  a  postponement  of  his 
execution  to-day.  Lenoir  was  to  have 
been  shot  this  morning.  His  request 
that  the  authorities  postpone  his  death 
was  granted  when  he  declared  he  wished 
to  make  sensational  revelations  which 
had  not  been  brought  out  in  his  trial. 

Pierre  Lenoir,  a  son  of  one  of  the 
leading  advertising  agents  in  France, 
was  the  principal  owner  of  Le  Journal 
in  1915,  when  Humbert  was  alleged  to 
have  purchased  the  paper  with  Ger¬ 
man  money.  He  was  charged  with  deal¬ 
ing  with  the  enemy. 


Eddy  to  Edit  Catholic  Directory 
Frederick  B.  Eddy  succeeds  J.  H. 
Meier  as  editor  of  the  Official  Catholic 
Directory,  New  York.  Mr.  Meier  has 
gone  into  the  advertising  agency  busi¬ 
ness  for  himself,  with  temporary  head¬ 
quarters  at  44  Barclay  street.  Eventual¬ 
ly  offices  will  be  opened  by  Mr.  Meier 
in  Milwaukee  and  Chicago. 


Presbrey  on  Winning  U.  S.  Team 
Frank  Presbrey,  the  New  York  adver¬ 
tising  agent,  was  a  member  of  the  team 
of  fifteen  senior  American  golfers  which 
defeated  a  like  number  of  Canadian 
veterans  in  the  second  annual  interna¬ 
tional  match  played  at  Rye,  N.  Y. 


BUFFALO  NEWS 

EDWARD  H.  BUTLER 

Editor  and  Publisher 
“The  only  Buffalo  newspaper 
that  censors  its  advertising 
columns.  Many  of  our  adver¬ 
tisers  use  our  columns  exclusive¬ 
ly.  The  above  is  one  of  the 
many  reasons  why.” 

MEMBER  A.  B.  C. 

Foreign  Advertising  Rtpresentaiivts 
KELLY-SMITH  COMPANY 
220  Fifth  Avenue  Lytton  Building 
NEW  YORK  CHICAGO 


We  can  increase  your  business — 
yon  want  it  increased. 

Yon  have  thought  of  press  clipp¬ 
ings  yonrself.  Bnt  let  ns  tell  you 
how  press  clipping  can  be  made 
a  bnsiness-bailder  for  yon. 

BURRELLE 

145  Lafayette  St.,  N.  Y.  Chy 

Established  a  Quarter  of  a  Century 


Hemstreet’s 
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CLIPPINGS 

Tenth  Avenue  at  45th  Street 
New  York 
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What  the  Space  Buyers  Say: 

Rililor  &  Publisher,  July  3d,  1919. 

New  York  City. 

I  have  your  proof  of  the  EDITOR  &  PUBLISHER’S  Space  Buyers’  Chart,  and  wish  to  say  that  I  believe  it  will  prove  to  be  very 
valuable  to  space  buyers.  It  seems  to  cover  about  everything  worth  while,  an<l  as  far  as  I  am  concerned  it  cannot  be  criticised  in 
any  way. 

Wishing  you  every  success,  I  remain. 

Yours  very  truly 

VAN  PATTEN,  INCORPORATED,  50  East  42d  Street,  New  York  City. 

A.  C.  Smith. 


To  Newspaper  Publishers: 

Write  for  iiiforiiiation  as  to  how  your  State,  your  City,  and  the  Sales  influence  of  your  newspaper  may  be  surveyed  by  a 
uniformly  standardized,  unbiased  EDITOR  &  PUBLISHER  service — a  service  which  space  buyers  enthusiastically  approve  and 
endorse. 

EDITOR  &  PUBLISHER 

World  Building  New  York  City 


EDITOR  &  PUBLISHER’S 

•’) 

Space-Buyers’  Charts  and . 

Market  Survey  of 

MERCHANDISING  AREAS 
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DISTORTED  GEOGRAPHY 

For  the  Purpose  of  Proving  That  a  Secondary  Market  is  First 


As  ute  i'liddle  Atlantic 
States  are  shown  in  our 
aeozraphies 


In  order  tc  make  a  distortion  stand  up  as 
a  fact,  the  western  method  is  to  visualize  sup¬ 
posedly  basic  data  in  a  way  to  catch  the  un¬ 
wary  off  guard,  as  it  were. 

The  four  little  maps  herewith  show 
how  the  Chicago  Tribune  by  ruthlessly  cut¬ 
ting  down  the  limits  of  the  New  York  mar¬ 
ket  zone  and  claiming  territory  far  afield  for 
itself,  secures  ?)  leadership  for  Chicago. 


'HE  CENTRAL 
STATES 

s  they  really  are  and 
accepted  by  the  U.  S 
census 


THE  CENTRAL 
STATES 

as  re-created  by  the 
Chicago  Tribune  to 
Drove  the  dominance  of 
Illinois 


NEV/  YORK  AND  CHICAGO  MARKETS  CAREFULLY  COMPARED 


THE  NEW  VOKK  ZONE 
Neto  York.  New  Jersey,  Pennsylvania, 
Connertirut  and  Massachusetts. 


♦THE  CHICAGO  ZONE 
lllinots.  Indiana,  Michigan,  Wisconaits 
and  Iowa. 


Population  .  27,648,48S 

Manufactured  Products .  $10,240,489,000 

Assessed  Valuation .  29,178.012,000 

Bank  Clearings . $198,477,000,000 

Total  Bank  Deposits .  $13,032,529,000 

First  Four  Liberty  Loans  .  $7,470,587,000 

Income  Tax  Payments,  W1 7  .  h, 481, 755, 748 

Resources  Federal  Reserve  Banks .  $2,561,789,000 

Number  Daily  Newspapers  .  490 

Daily  Circulation  .  10.448,804 

Rateper  line  (5,000  line  contract) .  .  $21.31 

Rate  per  line  (5,000  line  contract)  per  thousand. .  $0,002 

^Accepting  the  Tribune's  Zone  7  as  claimed  bv  them — the  omission  of  Ohio. 
Illinois  and  die  addition  of  Iowa,  ts  merely  noted. 
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ANALYSIS  BY  STATES 


NEW  YORK  ZONE. 

Population 

Manufactured 

Products 

<1  ssessed 
Valuation 

Total 

Bank  Deposits 

tnceme  Tam 
ten 

New  York  . 

.  ..10,646,989 

$3,814,661,000 

$13,160,287  000 

$7,138,816,000 

$685,265,000 

New  Jersey  . 

...  3,084,371 

1,406  633.000 

2,635.285,000 

1,829,964.000 

71,811,484 

Pennsylvania . 

...  8,798,067 

2,832  350  000 

5  769,777  000 

2,522,594,000 

495,889.801 

Massachusetts . 

...  3,832,790 

1.641,373  000 

5,798,211,000 

1,933  922,000 

166.598,752 

Connecticut . 

...  1,286,268 

545,472,000 

1,814,452,000 

607,233,000 

62,190,711 

Total  . . . . . 

...27.648.485 

10  240,489.000 

29  178  012.000 

13.032.529.000 

1,481  755.748 

CHICAGO  ZONE 
Illinois  . 

...  6,317,734 

2,247  323.000 

2,455.966,000 

1,673,992,000 

275,579,000 

Indiana  . 

...  2,854,167 

730  795,000 

1,968,900,000 

497,198  000 

29.054.944 

Michigan . 

...  3,133.287 

1.086  163,000 

3,104.224.000 

782,301.000 

71.061  308 

Wisconsin . 

...  2.558.963 

695.172.000 

3,027.178  000 

478.158,000 

39.192.571 

Iowa . 

...  2,224,771 

310,750,000 

1,177.118,000 

753,160.000 

14,973,578 

Total . 

...17.090,922 

5.070,203,000 

11.733,386,000 

4,184.809,000 

429,859,000 

Ohio . 

THE  MISSING 

..  5.273.814 

LINK— OR  WHY 

1  782.808,00'J 

WAS  OHIO 

7  537  933.000 

LEFT  OUT? 
1.339,559  Om 

241.037.457 

*lt  wiU  be  noted  that  with  Ohio  out  Illinois  appears  in  a  class  bv  itself  among  the  Central  States, 
The  U.  S.  Census  Office  gives  the  Central  States  as  f'’’ '  *  ichigan  and  Wisconsin. 
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